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...and marked for easy identification 


ANW insulated cable has established an enviable oper- 
ating record in network service. Under extreme exposure 
to moisture and other adverse conditions, ANW has 
performed without a single reported failure. 

The remarkable characteristics of this type of insul- 
ation, principally moisture-resistance, were soon recog- 
nized as ideal for other uses, particularly where hereto- 
fore only lead sheathed cables had been applicable. After 
careful tests, Underwriters’ Laboratories has now given 
approval for the use of this type cable in moist locations 


EASY TO IDENTIFY — 
MARKED EVERY FOOT 


without lead sheath. See letter below. 

Easily identified, this cable is plainly marked every 
foot as illustrated — for installations under jurisdiction 
of the National Electrical Code. 

Important economies are possible by using ANW 
insulated cables for your next job. ssa 


SEND FOR BOOKLET DESCRIBING THESE 
IMPORTANT IMPROVEMENTS IN CABLE 












wo 

grectriee} ye 
ppricetion 

apy pecempet 


REPOR® 
























peanut 4a vy * 
ed © at n 
covere’ sneous WT sre 3° ex 
wisce*., view © nis ¥ enere "3035 ° 
in t 
TLOBe insu 


: = covert ec 
: lead wits 
ou gance 1 Code- 
, accor tric BY: 
in 4 Elec pEVIEWED BY 


pation 
REPORT BY: 
0 Peon G. piectt 


ngineet 
pEoK orricel al 



























ANW "' is highly resistant to solvent ‘ANW ”’ is easily handled in extreme 


action of oils, acids and alkali temperature 
he 
ager. 













INTERCOMS 


Common-talking, selective- 
ringing systems in capaci- 
ties of two to eleven sta- 
JW tions. Beautifully de- 
signed, and durably con- 
structed for long faithful 
service. Operate from dry 


ion 





cells or battery eliminators. 


AUTO-COMS 
Deluxe intercom. systems. 
providing selective talking 
and selective signaling 
service for a maximum of 
ten stations, and up to five 
connections at one time. 
No automatic switchboard 
needed. 


PRIVATE INTERIOR 
TELEPHONE SYSTEMS 


Easy to Sell. 





Automatic Electric Private Interior 


Telephone Systems are easy to sell because the market 


is particularly receptive. 


People are communication 


conscious — keenly aware of the time-, step- and money- 


saving advantages of intercommunicating service in 
offices, shops, factories and homes. And they are ready 
to buy! 




















This business belongs to you—cash in on it. It is 
within your field, the market is still practically un- 
touched, and the profits are attractive. If you need help, 
the Automatic Electric field man is at your service. 


Easy to Install. Automatic Electric Private Interior 
Telephone Systems are easy to install because each 
piece is labeled for instant identification, all equipment 
is designed for quick assembly, and complete instruc- 
tions are expressed in brief, simple, non-technical 
language. 





Shown here are four of the many types of Private 





SERYV-U-FONES ee ta Interior Telephone Systems available. Our field rep- 
Attractively priced com- Private Automatic Ex- - : 1 | ‘ h li i 
| mon-talking systems in ca- Change systems, available resentative will gladly supply you with literature, prices 
| pacities of two to ten sta- in all capacities. Use 


standard automatic tele- 
phones and provide for a 
variety of special commu- 


AUTOMATIC < ELECTRIC 


PRIVATE INTERIOR TELEPHONE SYSTEMS 


Distributed by: AMERICAN AUTOMATIC ELECTRIC SALES COMPANY, 1033 West Van Buren Street, Chicago, Illinois 
Sales and Service Offices in Principal Cities ° In Canada: Canadian Telephones & Supplies, Limited, Toronte 


and discounts, as well as work with you on specific jobs. 


Call on him. 


tions. Conveniently pack- 
aged, simple to install. Dry 
cell operated. 
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Low ttt Ue Cotta TO INCLUDE 


SQUARE D MULTI-BREAKERS 


IN THESE AE HOUSES 


Suggested Multi-breakeR instal- 
lation for the RAMSEY “Tradi- 
tional” House ($2,000- $3,000 
income group) designed by 
Richard Koch: 4 circuits. 3 for 


lights, 1 for spare. 29 
outlets. Cost . . .. $950" 


















For the CALVERT “Tradition- 
al” House ($3,000-$4,000 
income group) designed by 
H. Roy Kelley: Electric range. 


4 lighting circuits. 
44 outlets. Cost. . $q}5°° 


For the BLACKBOURN “Tra- 
ditional” House ($5,000- 
$6,000 income group) de- 
signed by Royal Barry Wills: 
Laundry circuit. Electric 
range. Electric water heat- 
er. 5 lighting circuits. 54 out- 


a 


ee | 


For the SMITH “Traditional” House ($10,000- 
$12,000 income group) designed by Aymar Em- 
lets. Multi-breakeRs in base- bury: Laundry circuit. Electric range. Electric water 


ment and on first heater. 7 lighting circuits. 78 outlets. 
floor. Cost . .. $9950" 4 Multi-breakeRs on 2 floors. Cost .. $3,450" 


*No deduction made for equipment which the Multi-breakeR replaces 


Architects, realtors, department stores, banks—all 
are following through on this unusually productive 
activity. And, obviously, here is an opportunity for 
electrical wholesalers and contractors to climb aboard 


When a magazine such as LIFE puts its power behind 
a home building program, it means business . . . for 
all of us. 


The September 26th issue of LIFE carried a twenty- 






two page section devoted to “8 Homes for Modern Liv- 
ing.” Twenty-two pages which included pictures, de- 
signs and plans by nationally-known architects, finance 
suggestions. Well over 10,000,000 people read it. 

These LIFE homes are the most talked-about houses 
in the country. No manufacturer or building trade 
association could buy this kind of publicity. It can’t 
be bought. Yet, here it is, gratis. 


CALL IN A 








SQUARE J] COMPANY 


DETROIT- MILWAUKEE -LOS ANGELES 


a band-wagon that is really going places. 


The Square D Multi-breakeR is certainly an essential 
part of “The Home for Modern Living” . . . the last 
word in convenience and safety. How little Multi- 
breakeRs cost is shown above. 

Have your contractors tell and sell the Multi-breakeR 
story. Be sure you get your share of this fast-devel- 
oping, new business. 





SQUARE D MAN 
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Arrow BAKELITE COMERS sh 7 


>. ttf 





THE SWITCHES are completely 
enclosed, with insulated base 
fastened to brown Bakelite cover. 
Mechanism has the sturdy, depend- 
able action of the popular ARROW 
“Residential Switches.” Single- 
pole and 3-way types for 3}" and 
4" boxes ... Receptacles are Duplex 
only, for 3}" and 4" boxes. Attrac- 
tively designed to “dress up” rural 
electrification jobs; styled equally 
well for urban work. Complete- 
line listings in catalog data sheet — 


on request. 


DEQUATE 
IRING 


SErves/ 
Saves/ 


iv RROW | 


THE ARROW-HART & HEGEMAN ELECTRIC co. ~ HARTFORD, ‘CONN. 
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LOOKING 





INTO THE NEWS 


SELL THE ELE€T10N— Politics have no place in 
any day’s selling. But confidence has. And now 
thanks to the kind voters, we've got a lot of it to 
sell. For the election has put new power in our 
bag o’ tricks. 

The biggest hurdle in our selling for the past 
four years has been uncertainty. Washington has 
been badgering business and nobody has been sure 
what was coming next. Projects halted. Plans 

dragged. Orders waited. 

And now the swing is on, back to sanity and 
purpose. There will be fighting in Congress. But 
the end is in sight. Take advantage of it. Show 
conviction. Build up enthusiasm. Sell the election. 


WAKE UP THE 
TELEVISION DREAMER S—Radio men are ful’ 


of static again. Sarnoff announced television broad- 
casts for the spring. Columbia is likely to follow. 
The public expects a miracle. Radio men are afraid 
they will quit buying, waiting for pictures, too. 
Well, the present promise is only for broadcasting 
two hours a week within forty miles of the Empire 
State Building, New York. It will take maybe a 
thousand stations before we have national television 
programs, which is what the public thinks about. 
And that will take a long while. 
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Let's keep this day dream on the track. Explain 
it to your dealers. Tell them to make it plain to 
customers. No reason for anyone who needs a bet- 
ter radio to wait. 


SELL 'EM 

IN BUNCHES—“‘A chicken in every pot” is a dead 
campaign slogan. By next election time it will be 
“A radio in every room.” For RCA Victor is al- 
ready offering a family set of radios for no more 
than we used to pay for one. The set includes one 
big and four small ones, a record player and records, 
all for $159.90, FOB, Camden. There you are, and 
the candidate reaches you in every room. No more 
buying radios one at a time, as in the unenlightened 
days B.E.S. (before ensemble selling). But it’s a 

good idea. Sell ’em like bananas. 


JUST ASK 

’EM TO BU Y—Electrical men should not need such 
shots in the arm, but listen—They asked 59,500 fami- 
lies in Cleveland,—“What are you going to buy be- 
fore Jan. 1?” The answers they got tottaled $67,557- 
612. Electrical appliances bulked $5,495,950, and in 

this order—radio and phonograph, refrigerators, 
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clothes washer, range, sewing machine, dish washer, 
roaster, and then nine other small appliances. 

It means that about 8 per cent of this money these 
families plan to spend next is ear-marked for our 
merchandise. And it’s the same in any city. How’s 
that for a break? 


READY 

MONEY— Some 7,000,000 people have just drawn 
out $330,000,000 in Christmas Club cash. Some 
4,500 banks helped ’em save it. You can help ’em 
spend it. For a lot of it is in your territory. 

Tell your dealers to play up to the Christmas 
Clubber. A special welcome in the window and a 
special bargain display somewhere inside, will catch 
her eye. Their good money should not be neglected. 


TAKE ON 

THE TUBES—The fluorescent lamp is starting to 
roll—and it’s down hill to the market. You better 
hop on and ride. The tubes are ready and now some 
twenty manufacturers have brought out fixtures for 
them. It’s a business. 

If you don’t know the advantages of this new 
source of light, study it up at once. It is the most 
important development since tungsten Mazdas snuffed 
out the gas mantle. It’s something new—and big— 
to sell to industrial and commercial customers and 
to homes. 


PITY THE 

POOR POULTRY—God help the hens! Westing- 
house is after ’em. They have been laying 500 eggs 
a day at Wendigs Farm in New Hope, Pa., and now 
science says that’s not enough. They have wired 
‘em up for this and that and demand 1000. Ouch! 

From now on there will be new resources of in- 

formation on poultry production. If you have prom- 
ising farms nearby, keep an eye on this development 
and you can open up some new markets. 


” 


ALL AWASH!—No use arguing, Ripley! Believe 
it or not, they sold 60,000 clothes washers in Washer 
Week. Which again proves the well known fact that 
clean people use more soap than dirty ones. 

You’d think everybody had ’em, but you’re wrong. 
And so it is with a lot of other things. So just ask 
‘em to buy! 





“CLOSED TO 
SALES MEN ’’— Research reveals that salesmen spend 
their time this way—40 per cent traveling, 25 per 
cent waiting, 20 per cent on detail work and only 
15 per cent in face to face selling. Then comes 
the sign—‘No Salesmen Received After 3 P.M.” 
or “Salesmen are Requested to Call in the Morning 
Only” and there go ten more hours a week. 

But there is one good way to break it down. 
Ask ’em—‘‘How many salesmen has your company ?” 
If they say 20 follow with this—“Are you ready to 
sacrifice 200 hours of your selling time?” Pretty 
soon we'll have to organize an “Association for the 
Preservation of Afternoon Selling.” 


* 


A | W PROGRAM— Weare impatient people. Some- 
thing starts and pretty soon we are all asking— 
“Well what has been accomplished?” If an idea, a 
program does not bear fruit at once and ripen with 
a blush, we begin to comment. So what of adequate 
wiring ? 

Well, it took Better Light—Better Sight three 
years to really get going. Four years have now 
passed and the last two have shown real progress. 
Adequate wiring has been going less than one year 
and already 19 cities are set up with local bureaus 
issuing certificates and 190 towns have ordered pro- 
motional material. That’s a good record. The 
program deserves your support. 


MERRY CHRISTMAS 

TO YOU, MISTER !—And before we see you again 
Santa Claus, the fat old rascal, will be down the 
chimney and gone again. And so A Merry Christmas 
to you, Dear Reader—as they used to say. 

We hope you have used our Build-Up suggestions 
and that they will make you merrier. Anyway we’ve 
had a lot of fun in 1938, and we hope your sock is 
full! 
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DEQUATE 
+ IRING 


What is the Fustat? 


It is a fuse to which a 
It protects like a fuse 
\ against short circuits— even 
high resistance shorts such 
as occur in flexible cords. 
~ It protects against per- 
manent overloads, even 

when as light as 25 

retails at 

7% on motor starting cur- 
rents of washing ma- 
chines or other appliances. 
It has a non-tamperable base that keeps 
anyone from robbing the circuit of pro- 
tection, 
It fits Edison base fuseholders through 


thermal cutout is added. 
Adapter %. 
Yet it will not blow 
the use of an inexpensive adapter. 


2 
‘ 
Cor Korn eo? 
cu ye ce 
wg Rae? 
ox UNION INSULATING CO 





Stops overloading that hinders the full use of electricity 
The branch circuit is the “‘bottle-neck”’ of electric service, because 
through it flows all the “‘pay load” to the user. As this “‘bottle-neck” 

is overloaded, SATISFACTORY service diminishes because: 


1. Overloading usually means a low- 
voltage condition that causes user dis- 
satisfaction due to inefficient opera- 
tion of lamps and appliances. 


2. Overloading, when continued often 
destroys the wiring and causes money 
loss to the user — revenue loss to the 
Utility and tremendous loss of good will 
to the entire industry. 


The Fustat steps in to help correct this overloading evil 

Its non-tamperable feature shuts out “handy men” from substituting too 
large a size, and tampering it in any way to permit overloading is virtually out 
of the question — without such tampering being clearly visible where it warns 


the user that all protection is gone. 


Since the user can’t load a circuit beyond proper capacity of the copper, the 
Fustat eliminates revenue sapping low-voltage conditions — 

And by blocking excessive overloading it prevents overheating that destroys 
wiring, creates fire hazards and causes. costly shutdowns, 

In addition, when a Fustat does blow to protect, only the normal load on one 
circuit is off the line — instead of a.user possibly having a large part of his lights 


and appliances out of service. 


User can’t side-step 
adequate wiring issue 

When additional circuits are needed 
the user cannot readily side-step the 
issue at the sacrifice of safety. New 
circuits that increase efficiency of ap- 
pliances and encourage their greater 
use must be installed. 


Permits more outlets per circuit 

Adding a maximum number of out- 
lets is a perfectly safe practice because 
the Fustat guards the circuit against 
overloading, 


Wipes out any excuse 
for tampering 

A Fustat won’t blow when washing 
machines, refrigerators or other motors 
start because of its long time-lag. It 
wipes out any excuse for tampering 
or the use of fuses too large to properly 
protect when shorts occur in flexible 
cords. 


Helps get more appliances 
on the line 
The circuit can be loaded to ap- 
proved capacity without needless 
blows — or sacrifice of safety — for 
the Fustat doesn’t blow on starting 
currents, 


it’s just good business to sell, install and use Fustats 





KIRKMAN ENGINEERING 


NATIONAL ELECTRIC PRODUCTS CORP., Fu 


CORE Sixth 
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"If you're looking for the salesmen in the second district, | borrowed them to pin up my slip" 
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Charlie Seymour, at a tender age, 


formed the habit of calling on 


new prospects—now he doesn't 


“HES a bear at digging up ac- 
counts. And that’s some- 
thing, because we are kind of 
choosey, and there are not so many 
lying around loose.—I mean of the 
kind we can legitimately sell.” His 
Boss was talking about Charles Sey- 
mour of Graybar in San Francisco. 
He is their No. 1 Opener. So we 
cornered Charlie and said, “How 
Come ?” 

He has a system. It’s simple. 
Anybody can do it. But it involves 
planning and preparation. And 
that’s where the average man falls 
down and the smart one goes to 
town. In a word—when going after 
new business Seymour works one 
industry at a time. 


Comb directories 


“I make a practice of combing 
the telephone book for people in the 
same line of business”, he said. “I 
look up the whole group and call on 
them in succession—unless someone 
is way out of my city district. But 
usually I find each kind of industry 
bunched more or less in the same 
neighborhood. And, of course, they 
follow the same processes, have the 
same problems, use the same kind 
of equipment, buy the same items. 
So I soon learn what they need and 
why, and begin to talk their lan- 
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want fo stop 


guage. Right away, I can quit act- 
ing like an electrical man and begin 
to get close to them.” 

“What’s your approach when you 
call on one of these new pros- 
pects ?”, we inquired. 


Get his name 


“I always ask first for the man 
in charge by name. He’s usually 
somewhere else about the place, and 
that gives me a chance to drift 
around and size up what electrical 
stuff the office, store or plant is 
using—or might use. You've got to 
show them how your firm can make 
more money for them by their 
handling or installing some new ma- 
terial or save more money, which 
amounts to the same thing. So I 
carry a small sample of something 
brand new to show the foreman or 
buyer or proprietor, whichever he 
is.” 

“But how about your regular cus- 
tomers? Or are you just free-lanc- 
ing?” 

“No, I have an assignment of 
regular accounts. But when you are 
getting acquainted with a new group 
of prospects you don’t stay long, 
and you can make a lot of calls in 
a day. When they are once weeded 


HE WANTED TO MAKE MORE MONEY! 





out, you stay longer—give them 
more time and try to do more for 
them. As they start buying, they 
become regular customers and 
pretty soon you are prospecting in 
another group. I aim to have one 
new group active all the time, and 
out of each new group I have 
gained a few more people who have 
stuck.” 


Make cold calls 


It all started when Charlie was a 
raw cub. There was the wide, wide 
world full of places to sell. Every 
call was an adventure into unknown 
territory. He didn’t sort the lemons 
from the peaches. He called on 
everybody alike, and made a little 
lemonade or peach cordial where 
he could. He hit the tough nuts 
with the rest—and cracked a few. 
In fact they were all tough—to 
start. So it got to be a habit— 
this calling on strangers. And he 
was smart enough not to quit it as 
soon as he had found plenty of 
places to go, where he was known. 
If he could find new customers in 
the beginning he figured he still 
could—so he just kept on. Stout 
fella! 

“There is another benefit to the 
continuous search for mew ac- 
counts”, Seymour added. “Some of 
these people are going to be new 
accounts for your contractors, too. 
What you sell them will need in- 
stalling or there will be some other 
work to be done. This gives you a 
chance to keep steering a number of 
your good contractor customers into 
new business, and you live up to a 
strict creed as to the proper func- 
tions of a wholesaler. They ap- 
preciate your friendship, and re- 
member it when they have orders to 
place. And, incidentally, they find 
ways to say a good word for you 
when talking to these new customers 
of yours and that makes you more 
solid—both ways.” 


Hit the big ones 


“And another’ thing”, said 
Charlie. “It’s just as easy to hit a 
big firm as a small one—and they 
buy more and their credit is good 
and when you land one it means 
something. The trouble with a lot 
of salesmen seems to be that they 
can’t turn aside from their usual 
smooth running sales routine.” 
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A modern bakery oven — motor driven 





and electrically controlled. 


These are the men you see to sell 


electrical items to bakeries. 


PURCHASING 


AGENT 








DEPARTMENT 
SUPERVISOR 








MAINTENANCE 
ENGINEER 


There are more of them than any other single 


industry. They buy lots of electrical items 


AYBE it’s because they’re every- 
_.. but wholesalers’ sales- 
men generally don’t bother much 
with the bakery market for elec- 
trical supplies and equipment. That’s 
a mistake, for bakeries now a-days 
are electrically minded, and consti- 
tute an 
products. 

Let’s look at this industry. Alto- 
gether, there are between 28,000 
and 30,000 commercial bakeries in 
these United States, plus thousands 


immense market for our 


of private baking plants serving in- 
stitutions, hotels, chain stores and 
department stores. Of these, about 
10,000 do approximately 90 per cent 
of the gross volume for the indus- 
try. They should be your customers. 

The annual power bill for the 
commercial bakeries amounts to 


more than $27,000,000. They have 
10,000 electric motors in service. 
And they treat ‘em rough. 
placements are frequent. 
To sell the baker, of course, you 
have to know a little about him and 


So re- 
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By Edwin Laird Cady 


his business. He is an artizan, work- 
ing with constantly varying ma- 
terials that must be exactingly proc- 
essed to turn out a consistently uni- 
form product. His flour varies from 
batch to batch. Sugar and starch are 
wet or dry, depending on the 
weather. And we all know how eggs 
change! 

Everyday his job is different, but 
the result must be perfection. He 
can’t get by with the hit or miss, 
“luck and knack” baking of the 
home kitchen. So he varies his proc- 
esses to suit his materials, the 
weather and the many different 
things he makes. That’s why he 
must have flexible drives and exact 
controls. 

The commercial bakery is a highly 
organized and efficiently powered 
manufacturing plant. Electricity for 
heat, power and control is used 
every step of the way. Every unit 
must be ready for operation at peak 


CHIEF ENGINEER 


OR 
SUPERINTENDENT 


ELECTRICIAN 





GARAGE 
SUPERINTENDENT 





SALES 
MANAGER 


efficiency, all the time. This means 
frequent maintenance, and occa- 
sional replacement or moderniza- 
tion. 


Baking Machinery 


Flour is usually received in sacks. 
There may be a sack elevator to the 
storage bins. And there will be 
several bins, with facilities for mix- 
ing and blending, if the bakery is 
a large one. Many kinds of flour 
are used. Watch for chances to 
sell automatic controls, for the ele- 
vator, and for the mixers. 

It is at the bins, that the “make 
up” processes start. The flour goes 
through such machines as blenders, 
bolters, sifters, weighers and mixers. 
Most are powered by variable speed 
drives with constant speed motors. 
Some managements, however, like 
variable speed motors. The weighers 
may be automatically controlled, and 
may have electrical printing or re- 
cording devices. 

There follow mixing machines, 
dividers, rounders, moulders, pan- 
ning machines and proofers, if 
bread is to be baked. For crackers, 
cakes, pies, there are other charac- 
teristic machines. All are individual 
motor driven. Most have push-but- 
ton, automatic starters. Sell re- 
placements. 

Air conditioning may be very im- 
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portant in the make up rooms. Per- 
formances of ingredients and of 
machines vary with the weather, 
since moisture absorption and evap- 
oration vary. If the weather is con- 
trolled, troubles are lessened. Sell 
motor connected pumps, blowers, 
louvre controls, and combination 
temperature and humidity controls. 

Most of the ovens have sothe con- 
tinuous process ideas built into 
them, whether of travelling trays, 
revolving tables, or what. These 
need motors, and motors with some 
kind of variable speed controls are 
the rule. 


The actual oven heat may be coal, 
gas, oil, coke, electric, or a combina- 
tion of any of them. Watch for 
chances to sell special blowers for 
recirculation of heat, and tempera- 
ture indicating instruments and con- 
trols. 

More and more the waste heat 
from ovens is being used for pre- 
heating of pans, or cold ovens which 
are about to be cut in on the produc- 
tion line. Sell blowers for handling 
the heated air. 

Electric strip and immersion 
heaters are used for small ovens, 
for pan washing equipment, and for 





their usual wide list of pinch hitting 
and odd job assignments. Sell them. 

Then after the baking, comes the 
finishing. Baked products must be 
cooled and packaged. Some must be 
sliced. There are electrical heating 
and cooling devices to be sold here. 
And try some electric eyes for 
counting loaves. 


Sales Organization 
Well over 25 per cent of all com- 
mercial bakers deliver directly to 
homes. Many more sell and deliver 
to stores. All of these have trucks. 
(Continued on page 50) 





WHAT THE BAKERIES BUY 


Check List of Electrical Equipment Purchased by the Different Departments 


MAKE UP AND BAKING 
DEPARTMENTS 


blowers 

control 
exhausters 

fans 

industrial lighting 
motors 

push buttons 
pyrometers 
recording instruments 
solenoid valves 
strip heaters 
spot heaters 
thermostats 
vacuum cleaners 





PASTRY DEPARTMENT 


immersion heaters 
industrial lighting 
mixers 

stirrers 

strip heaters 
ranges 
refrigerators 
thermostats 
vacuum cleaners 


Bolters and Blenders... | H.P. to 








SALES DEPARTMENT 


animators 
commercial lighting 
dispensers 

flashers 

floodlights 

neon sign material 
refrigerated cabinets 
slug detectors 
temperature controls 


ELECTRICIANS’ SUPPLIES 


ammeters 

batteries 

battery testers 
battery chargers 
blowers 

cable 

circuit breakers 
commutator dressing 
contacts 

conduit 

cords, flexible 

fans 

fishing equipment, wire 
fittings 

fixtures 


10 H.P., general purpose 


Bread Moulders....... | H.P. to 3 H.P., general purpose 
Dough Agers ......... 1 H.P. to 3 H.P., high torque or 
slip ring 

Dough Brakes ........ 2 H.P. to 5 H.P., high torque 
Dough Mixers ........ 3 H.P. to 60 H.P., variable speed, 
Dough Mixer Dumpers.'% H.P. to | H.P., reversible 
Electric Hoists......... Special high torque and gear motors 
Flour Coolers......... VY H.P. to 20 H.P., variable speed 
Proof Boxes........... 2 H.P. to 10 H.P., variable speed 
Loaf Rounders........ ¥% H.P. to 3 H.P., general purpose 
Sack Cleaners, Dusters. .'/4 H.P. to 3 H.P., general purpose 
Conveyor Ovens...... V4 H.P. to 10 H.P., variable speed 


flashlights 
floodlights 

fuse pullers 
fuses 

grinders 
ground testers 
hacksaw blades 


incandescent lamps—all sizes 


insulating compound 
lamp changers 

lamp guards 

lamps, portable work 
lighting fixtures 
meters 

motor controls 
motors and supplies 
outlet boxes 
panelboards 

plugs 

portable electric tools 
push button stations 
recording instruments 
reflectors 

remote controls 
signalling equipment 
solder 

soldering compounds 


REPLACEMENT MOTORS FOR VARIOUS MACHINES 


Bread Coolers........ 1 H.P. to 10 H.P., variable speed 

Packaging Machines...'/4 H.P. to 5 H.P., variable speed 

SE: cavedbadases ..-/g H.P. to 2 H.P., general puropse, 
variable speed 

Wrappers ....... ..--%4 HP. to 2 H.P., variable or con- 
stant speed 

Batter Mixers......... Vg H.P. to 3 H.P., variable speed, 
high torque 

Cake Depositors......% H.P. to 3 H.P., variable speed 

Doughnut Machines....'/g H.P. to 34 H.P., variable speed 

Iceing Machines...... V2 H.P. to 2 H.P., variable speed 

Pie Machines....... ... V4 HP. to 2 H.P., variable speed 

Roll Moulders......... V2 H.P. to 5 H.P., general purpose, 


soldering irons 
soldering paste 
starters 
switches, automatic time 
switchgear 
tape 
thermostats 
toggle bolts and screws 
tools, construction 
tools, electricians 
transformers 
unit heaters 
valves, magnetic 
valves, motorized 
varnish 
voltmeters 
welders, electric 
wire—all sizes 
wire connectors, solderless 
wire, fixture 
wires and cable, interior 
wiring devices 
plugs, attachment 
receptacles 
sockets 
switches, pull and canopy 
switches, wall 
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The motor shop with its modern tools, adequate lighting. 
orderly parts stock and plenty of working space. 


Trucks back right into the shop where heavy motors are 


easily handled by a modern chain hoist. 


MOTORS we their 


SPECIALTY 


Everson's Active Motor Promotion Builds Supply Business 


**T N 1930,” says Walter A. Ever- 

son, head of Everson Electric, 
Allentown, Pa., “I knew we had to 
change our set-up. 

“We had started electrical whole- 
saling in ’26, carrying a general 
line of fixtures and supplies. We de- 
pended on new construction for 
volume. Well, building dropped 
off. There was more and more 
competition after every little order. 
And we enjoyed no particular ad- 
vantage over any of the others. So 
we only got our slim share. We 
had to do something about it. 

“I figured that we would have 
to take one group of products and 
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Off to bag more business—J. R. 
Kennedy, Walter A. Everson and 
G. E. Rinehimer. 


push it hard. We would special- 
ize on it. And that is how we hap- 
pened to land in the motor business. 
It has given us a certain advantage 
over the average house, and has 
paved the way for the sale of asso- 
ciated lines.” 

Today, Everson and his fellow- 
salesmen, Joe Kennedy and G. E. 
Rinehimer, cover a territory of 
some 40 miles around Allentown. 
That is a good market with quar- 
ries, cement mills, steel plants and 
various types of manufacturing 
plants to sell. And they are sell- 
ing them. 

If a prospect’s budgets won’t 
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stand new moters, they sell him on 
the idea of having the old stuff re 
built. The house is set up to do 
that—has been since the specialty 
bug bit the boss. He says: 
“Motor sales, repair jobs, and 
the sale of rebuilt second hand mo- 
tors, all go hand in hand. One de- 
partment brings business to the 
other. So when we began pushing 
motors, we installed a shop. Now 
15 men are kept busy there.” 
Everson relates that motor selling 
requires a man who not only knows 
motors and controls, but also pos- 
sesses a rounded, practical back- 
ground. Then he can more easily 
figure out proper motor applications 
for any job that comes up. Serve a 








prospect by specifying just what he 
needs, right on the job, and a motor 
sale is half made. 

To illustrate, he cited a job sold 
by one of the boys recently. This 
plant has a.c. current, and wanted 
a variable speed motor to drive a 
warping machine. A _ competitor 
was trying to sell a motor-genera- 
tor set to furnish direct current, 
then use a d.c. motor. The Everson 
salesman recommended a Crocker- 
Wheeler Polyspeed a.c. motor. In 
this case, price was not considered. 
The deal was based on which appli- 
cation was best. The Crocker- 
Wheeler went in because it made a 


Everson’s modern glass-brick warehouse on Union 
Boulevard between Allentown and Bethlehem. 
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simple, single unit installation, and 
because it provided better speed 
regulation than the combination of 
motor and motor-generator set. 

“Here is another example of ap- 
plication-selling”, said Everson. 
“Until two years ago all the cement 
mills around here drove their pul- 
verizers with  super-synchronous 
motors and clutches. We pioneered 
a job using a direct connected, 
straight synchronous motor, de- 
signed for full voltage starting and 
high pull-in torque. The advantage 
is that this simplified construction 
materially reduces maintenance 
costs. Incidentally that motor and 
control came to $7,000.” 

By using the motor department 

































































as a leader or pry, the Everson 
salesman can follow-up with the 
sale of controls, safety switches, 
wire, cable, conduit, pulleys, bases, 
belts, fuses and boxes. This spe- 
cialization also leads to tool sales, 
lighting jobs and lamp contracts 
because motor salesmen not only 
know the purchasing agents, but 
superintendents, master mechanics, 
plant electricians, and foremen. 
They get into the plants and see 
what really is needed. 

Besides getting out into the ter- 
ritory every day, dogging after 
business, the salesmen keep up their 
contacts by means of a direct mail 
campaign. Each month blotters 
showing pictorially some phase of 
the motor shop, go out to a mailing 
list of 1500 industrials and contract- 
or-dealers. At frequent intervals, 
manufacturers’ pieces and scratch 
pads also get into prospects’ hands. 
They all tell Everson’s story and 
help build good will. 

When you see the new, modern, 
glass-brick building on Union Bou- 
levard that houses the Everson 
warehouse and shops, you know 
that here is a modern concern which 
is making money. It backs up Ever- 
son’s statement that “Specialization 
Pays.” 





























SHE 


gels the 


DOUGH 


By Tom Blackburn 


rusty old John P. McGruff 
_ Bee sat the bills out of his mail 
up against the ceiling and pays only 
those that stick there. But one day 
be looked up to see a young little 
woman with big brown eyes. 

“Do you think it’s nice, Mr. 
McGruff, to make me come away 
out here through the rain to get 
that check for the W. B. Davis 
Electric Supply Company?” she 
asked. 

He didn’t. She took it back with 
her—after lunch. And so you have 
a demonstration of how one of the 
country’s few feminine electric sup- 
ply credit managers works. She is 
Miss N. L. Guinn of the W. B. 
Davis Electric Supply Co., Mem- 
phis, Tenn. For four years she has 
been with the house, working up 
from management of the Little 
Rock branch to the credit desk in 
the home office at Memphis. 

Here’s the Guinn method of 
making collections: 

1. A friendly letter asking for 
payment. 

2. A reminder that she got no 
answer. 

3. A telephone call (long dis- 
tance collect, if customer is out of 
town). 

4. A personal visit in her best bib 
and tucker, which nearly always 
does the trick. 

Most people think N. L. Guinn 
is a man, and she finds it pays to 
be a fashion plate. A call on a 
dealer or contractor from a friendly, 
good-looking woman with a pleas- 
ing personality is different. It jars 
loose money where it couldn’t be 
dynamited otherwise. 
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Miss Guinn in her modern office. 


Down in Memphis at this Wholesale 


House a Woman heads the Credit 


Department and has a Way with Her 


In passing credit, Miss Guinn 
bases her judgment 50-50 on two 
things: She talks with the prospect. 
She adds that to information from 
reporting firms. An inkling on the 
prospect’s ambitions, some details 
on what he has done in the past 
give her an insight into how he will 
pay off. Alibi artists can be easily 
spotted. So in five years Miss Guinn 
has lost only one account—by death. 
The National Association of Credit 
Men and the Retail Credit Associa- 
tion reporting bureau will prevent 


any credit man from taking a bad 
beating on an account, she says. 
Toughest job of the credit man- 
ager is to know when to loosen the 
purse strings. As to this, Miss 
Guinn depends on farming condi- 
tions. Her house is located in the 
heart of the cotton belt. If things 
are opening up and prices are all 
right, she will OK plenty of ship- 
ments to dealers who owe W. B. 
Davis money, and have been unable 
to pay. When the crop comes in, 
the dough will come with it. 
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Regardless of who you are—Cutler-Hammer 


Service Control is built to your requirements. 
From the standpoint of the Power Company, 
it is built to play its full part in safeguarding 
public goodwill and reducing trouble-breed- 
ing service calls. From the angle of the 
Wholesaler, its sales features add a magnetic 
“pull” which ties in happily with his “push.” 
For the Contractor, it enables him to get 
onto the job and off again with a minimum 


of time and a 












maximum of — . —_ 
satisfaction. C | | | | | HR 1AM MI lix 


To the House- — ‘ 
poder it brings aoa OV OA SLO) R10) Me 

safety, simplic- a 

ity, satisfaction e (en = |: 
and the all- 


important attractive styling and appearance. 














That these qualities are provided in abun- 
dant measure can be traced directly to the 
engineering leadership of Cutler-Hammer... 
to its broad, deep and intimate contact with 
the necessities of electric control equipment 
for more than 45 years. CUTLER-HAMMER, 


Inc., Pioneer Electrical Manufacturers, 1327 


St. Paul Avenue, Milwaukee, Wisconsin. 





A GOOD WHAT? 


By 
Earl Whitehorne 
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.  jeaganat ite out the front door of an Ohio wholesale house one 

day not long ago, with the sales manager, we ran into a lad 
just out of his car. He was one of the salesmen in off the road. He 
said—-“Hy, Boss! I lunched with Fatty Gilson coming through yes- 
terday. He told me to give you a big hug—Ha-Ha!”—and in he 
went. 

The boss turned to me and shook his head. He took another cig- 
arette and lit it, deep in thought. 

“There you are!” he said. “This Gilson is a good egg—so we 
buy him another lunch. But he isn’t a good customer or a good 
prospect. Everybody buys him food, because he is a kidder with a 
lot of stories. But he gives his orders where he can wangle a cut 
price. There are six other men in that town worth more to us than 
Fatty Gilson. A big hug—huh! The big sap!” 


HOLESALERS’ salesmen are people. They have to act like 

it. And probably this sales manager did it himself when he 

was prowling. But just the same he put his finger on something. 
For the vital question every day is where to spend the time. 

I know a chap who has a system. He woke up one day to the fact 
that he was making three calls a week on a lot of “good eggs” he 
liked, when it was plain they couldn’t place enough business to war- 
rant calling more than once a month. So he walked himself into a 


corner one evening and held a little revival meeting. Out of it came 
the system. 


ODAY, as he travels, he makes up a prospect sheet each morn- 

ing at breakfast—people within reach that day. Then he combs 
over them and selects for contact those that offer the best odds for 
business. Later he spends a half hour, phoning ahead to those he 
knows best, asking them to have their orders ready “to save their 
time”. And when he stops he plugs on something new. 

Three things he gets into each day’s schedule—promotion of other 
lines, work on unsold prospects, pressure on good customers. And 
he’s making more money. But some of the “good eggs” have to 
buy their own lunches. 


THE WHOLESALER’S SALESMAN — December 1938 











MEN YOU 


SHOULD KNO 






























H* A. Brown has been in 
wholesaling just seven years, 
and heads up a three-house organi- 
Graybill & Com- 
pany. But his case is different. He 
didn't start in at the 
and move up. 


zation—Jno. E. 


warehouse 
He came in over the 
top when he purchased the business 
of the late Jno. E. Graybill at York, 
Pennsylvania. 

A lot happened, though, before 
1931. No-one handed him the 
money and said, “Harry, take this 
cash and get into electrical whole- 
saling. It’s a great business.” It 
didn’t happen that way. He earned 
it himself, most of it doing a good 
job running the electrical depart- 
ment for Sears Roebuck at Phila- 
delphia. 


First A Pharmacist 

It is interesting how “H.A.”— 
that’s what they call him—first went 
with Sears. He signed up as a 
pharmacist in 1930. But that did 
not last long. The boss decided 
that H. A. was a business man, 
and was wasting time mixing pre- 
scriptions. So for a few years he 
worked in departments, 
then took over the job of setting up 
and operating an electrical depart- 
ment. While in this work he was 
in contact with wholesalers and 


vari us 


learned something of their joys and 
sorrows. So when later he went 


into the business himself, he had 
some ideas ready. 

Harry is still in his thirties. He 
has moved fast. This can probably 
be attributed to his 
characteristic; a 


outstanding 
strong desire to 
“get at the facts.”” He has always 


been that way. 


Always Inquisitive 

When a youngster, in Phila- 
delphia, he liked to pry into things 
and ask questions. His folks en- 
couraged it. Maybe some neigh- 
borhood druggist also 
for soon H. A. was learning about 
powders and bottles and prescrip- 
tions. They fascinated him. He 
decided right then to become a phar- 
macist. 

At that time another characteris- 
tic showed up—energized determin- 
ation. With the facts set down, he 
goes into action, and things happen. 
So he became a pharmacist and 
after that attended night school for 
six years at Temple University, 
with an 18 months’ interruption for 
a hitch in the Navy. But he did it. 

Then he went with Sears. There 
again the desire to learn, moved 
him forward. Though he started 
from scratch, of course, when he 
opened the electrical department, he 
soon learned what could be sold 


responded, 


HE WANTED TO MAKE MORE MONEY! 
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| Harry A. Broum 


OF YORK 


First He Gets The Facts, 
Then He Goes Into Action 


and how to sell it. And his de- 
partment made money. 

When he went into wholesaling 
his procedure was the same. He 
asked questions and didn’t 
the answers. He planned for all de 
partments to work together. They 
did. And the 
Within a few years he opened a 
branch at Lancaster and this past 
September went into Hagerstown 
with a still larger house. 

And it’s all sport to H. A. He 
says, “We work hard, but have a 
lot of fun doing it. I insist upon 
cooperation between the 
branches as well as different de- 


forget 


house prospered. 


various 


partments in our stores. One can- 
not succeed without the other. And 
counter men, warehouse men and 
salesmen feel free to call upon each 
other 


for help and advice when 


some unusual problem comes up.” 


Respects Details 

He has always had a proper re- 
spect for details. And this feeling 
became even stronger when he got 
into wholesaling. 
plenty of money in up-to-date tools 
and machines to help the men in the 
warehouse and the girls in the 
office handle their jobs with a mini- 
mum of time and effort. It results 
in better service. 

3ut H. A. doesn’t use up all his 
time and energy running the whole- 
sale business—even with three 
houses. He -also works hard in 
civic and club activities. And for 


He has invested 


still more fun he frequently gets 
out to the Maryland Yacht Club, 
where he maintains his own boat 
and skipper. 












It is the A-B-C of 


(sood Salesmat 


...to be ready, always, to quote on ANYTHING in the 
way of wires, cables and cords for which a contractor may 
ask. It is good business to have established connections with 
GENERAL CABLE—The Line That Has Everything... 
With such an all-inclusive source of supply, you are never 
at a loss to meet a customer’s SPECIAL need. 


The General Cable Sales Offices are organized as an instrument of jobber cooperation, Are you taking advantage? 
Sales Offices located at Atlanta, Boston, Buffalo, Chicago, Cincinnati, Cleveland, Dallas, Detroit, Los Angeles, 


New York, Philadelphia, Pittsburgh, Rome (N.Y.), St. Louis, San Francisco, Seattle, Washington (D.C.). 














SALES THROUGH ESTABLISHED 
WHOLESALERS, OUR POLICY; 
WHOLE-HEARTED COOPERATION 
WITH WHOLESALERS, OUR PRIDE 


THE LINE THAT HAS 
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/IMIRES AND CABLES 
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Selling NEW CUSTOMERS 


There is a technique in it that is 


often neglected —at high cost 


By O. S. McGuire 


HE man who sells the contractor 
Se dealer must have a much 
broader concept of his subject than 
is needed to sell to ultimate users of 
electrical products. The high-pres- 
sure, “oet-’em-on-the-dotted-line” 
technique no longer fits. There is no 
formula, and the answers do not 
come from books. Jut there are 
certain principles around which a 
man may build his own technique. 


1. Sell the Whole Troupe—It is 
wise to sell the entire organization ; 
not just the man actually placing or- 
Stock 
must be sold in addition to the pur- 
chasing agent. All these people play 
an important part. Also, the next 
time you call, one of these fellows 


ders. clerks and foremen 


may have been promoted and will 
have the right to say whether your 
line will be continued. When this 
happens, the salesman who has 
thought himself too good for these 
boys, will realize the mistake he has 
made. 


2. Be Careful on Your First Call 

-Your first contact with the man 
who has not previously had your 
line should be short and to the point. 
Don’t continue the conversation un- 
til you either get an order or are 
thrown out. If the prospect shows 
no interest, and continues to evade 
the issue after you have presented 
facts, change the subject. Open the 
way for another call on your next 
trip. If you force an order under 
such conditions you know that it 
was placed under protest. 
buyers do this as a last resort, but 
they never forget to be too busy to 


Some 


see this salesman in the future. 
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3. Follow Through—Selling is not 
just the act of taking an order. Too 
many salesmen feel that after a call 
has been made and an order taken 
they have done all that is required 


that something really worthwhile 
has been accomplished. These fel- 
The country 


lows are one-timers. 
is running over with them. 
may cover the same territory from 
year to year, but the dotted line 
theory has been so impressed upon 
their minds that_unless they know 
there is an order to be taken, they 
feel there is no reason to stop. Build 
up your customer's confidence by 
frequent, regular calls. Don’t be a 
one-timer. 


They 


4. Cooperate—When a customer 
buys his first order he expects a 
reasonable amount of cooperation 
from the seller. If this merchan- 
dise has been purchased without 
high-pressure or misrepresentation 
on the part of the salesman, the 
buyer expects him to call again, and 
intends to place more business. It is 
up to the salesman to be loyal, co- 
operative, willing to work with the 
customer and see that he has the 


proper protection and support. 


5. Keep Initial Orders Small 
‘The first order may be rather 
small. As a matter of fact it should 
be. Often it should be smaller than 
what the buyer is willing to pur- 
chase. To oversell a customer is 
worse than not to sell him at all. 
Repeat business is the only kind 
that shows an honest profit. For 
when the contractor or dealer is sold 


more than he can resell in the nor- 












O. S. McGuire, Sales Manager, Knox 
Porcelain Corporation, Knoxville, Tenn. 


mal turnover period, he is apt to be 
resentful and stay that way. 


6. Don't Cut Prices — Merchan- 
dise should never be sold at a cut 
price to get the prospect to change 
lines. If he is not willing to change 
on the basis of quality, service, fac- 
tory reputation, advertising and 
honest salesmanship, then he will 
not uphold resale prices and protect 
others in the territory. Cutting a 
price to get an order, or to replace 
another line with yours, can result 
only in a demoralized market. It is 
a reflection on the house and the 
salesman involved. 

Any salesman can profit by fol- 
lowing these three rules :-— 

1. The best approach is a pleasant 
good morning. 

2. The best build-up is an honest 
presentation of the facts about your 
line. 

3. The best closing is to leave, so 
that a pleasant good morning will be 
your welcome the next time you call. 
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agains tf... dust, lint 


moisture and acid pumes 


COLT-NOARK 


CAST IRON SERVICE BOXES 


equipped with the unique time-saving automatic fuse puller 
device. The fuses are pulled with the cover . . returned 
to close the circuit when the cover is closed. 





Built for Installation Where 
the Going is Tough 








- ze 


na A Because of their rugged con- 

struction, these switches will 

stand up for years under condi- 

tions that would rapidly destroy 

ordinary equipment. Heavy 

cast iron cabinets . . compact, 

Ve y i to make close ganging possible 

. » weatherproof, for outside 

—- ae service . . equipped with tight- 

fitting covers, with gasket, to 

make them proof against dust, 

lint and moisture . . as well as 

acid fumes. And they’re inex- 
pensive to buy. 


=H ii WMlinny, 5 | 


HHL | 


G. etting Y. ourS) hate .. of Industrial Switch Business? 


COLT’S PATENT FIRE ARMS MEG. CO. If not, then check into the sales possibilities of these 


popular Cast Iron Service Boxes. They sell easily . . 
Electrical Division - - Hartford, Conn. and they stay sold! 


COLT-NOARK 


SWITCHES IAL CONTROL EQUIPMENT FUSES 
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and the Game GOES ON 


BROWER GOES STREAMLINE . . . The Brower Electric Supply Co., Greensboro, N. C., is now 














snuggled down in its new, modern home at 312 N. Eugene St. Of fireproof construction, the build- 
ing provides 16,000 square feet of floor space with such facilities as two sales counters, modern light- 


ing, drive-in entrance and display rooms—all planned to give faster service, make more sales. 





























] 





THE STAFF gets together—nicknames and all. 


GLASS-BRICK makes the night lighting even more effective. 


IN THIS display, contractors and dealers show their cus- 
tomers what's best. It helps them make more money. 
SEVERAL TYPES of lighting units in the front display room 1 
give customers ideas. Individual displays, built into the 
counter, offer suggestions. Stock shelves show special stock 
lighting units. 
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A GOOD DINNER and then a cigarette for 
Bill Armstrong of Westinghouse Supply. 
San Francisco. Armstrong and his cigar- 
ette were snapped at a recent appliance 
meeting on the coast. 












COAST TO COAST . . . things are moving — new men, new jobs, new buildings, new ideas. 


Every day brings its gossip and its pictures. And it all means better business, more fun. 


NOW TRAVELING out in the territory for 
Mill Power Supply. Charlotte, N. C., is 
R. H. Cline. He assists J]. R. Baer. This 
is a promotion for Cline. He was at the 
counter, getting sales experience. 


MONDAY NOON and these gals are at 





the beach through with their week's iron- 
ing. That is how Bill Sheehan, Oakland 
sales promotion manager for Apex-Ro- 
tarex, told it in a skit at San Jose. 





MOONLIGHT CRUISES on streamlined yachts. The boys at 
Elliott-Lewis, Philadelphia, were the guests of “Happy” Hopkins 
of Goodrich Electric. (L. to R.): Norman Buzby, Ben White, 
Goodrich; Al Walter, John Ellis, Ernie Oldach, Elliott-Lewis; 
“Happy” Hopkins; Ches Schuyler, Joe Carpenter, Warren Muir, 
Charlie Robb, Bill Edgar and Ed Martin, all of Elliott-Lewis. 


LIGHTING STUDIOS of the Keps Electric Co., Pittsburgh, are 
now ready for contractors and dealers to use in selling their 
customers. If they need any help, Keps lighting specialists are 
always on the job. They are justly proud of the crystal dis- 
play, part of which is shown here. Other rooms show fixtures 
for all types of homes. 


FIRST DAY on the job and V. L. Houston 
is set to do big things for Riechman-Crosby, 
Memphis. Before sellng for this firm he 
was with J. E. Dilworth, Memphis, for 14 
years. Prior to that he sold for the Na- 
tional Dry-Kiln Co. 
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GENIAL HOST J. L. Wolf perches himself 
on his favorite chair and calmly surveys 
the situation. His guests at a fish fry— 
some fifty power company men—were all 
fishing, so the greeter could take it easy. 
Wolf sells for Allen Elec., Cleveland 


FROM LOCKSMITH to wholesaler is a 
brief sketch of Julius Andrae & Sons, Mil- 
waukee, now Westinghouse Supply. 
Henry P. Andrae, long treasurer of the 
firm, holds the key which was used on 
the front door sign in the old days. 














HISTORY MAKING NEWS ABOUT REVOLUTIONARY NEW FLUORESCENT LIGHTING 


Announcing 
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PFLEU ROLE 


WAN UFACTURERS 


MAKERS OF STREAMLIGHTING EQUIPMENT 





FLEU R-O- Li ER is the name of a new product and the mark of a new service. 


A Fleur-o-lier is a Lighting Fixture, in which a Fluorescent MAZDA lamp is employed as the 
light source, and in which all operating apparatus, component parts and materials, used 
in manufacture, fabrication and assembly, are first specified, then checked either by blue- 
print, drawing or samples, and when approved, are certified by Electrical Testing Labora- 
tories to comply with specifications set up for fixtures using Fluorescent MAZDA Lamps. 


of auxiliaries are brought forward, frequent bulletin service 
will notify member manufacturers, so that they will always 
be in possession of the latest word in the art. 


A Problem Solved in the American Way 


Fluorescent Streamlighting presented a new problem. It has 
been approached in the American Way ... by mutual cooper- 


ation of competing manufacturers. The revolutionary new 
light sources had no chandeliers...no fixtures. Existing equip- 
ment would not do. So the “Fleur-o-lier Manufacturers” was 
organized to establish specifications and maintain the highest 
standards of manufacture for new chandeliers, lighting fixtures 
and operating equipment for this new kind of lighting and 
thus render the buyers satisfactory service from the start. 













Specifications designed to secure immediate satisfactory per- 
formance, were set up in cooperation with the following 
manufacturers : 


GENERAL ELECTRIC CO. ) Makers of 


Cooperation for Better Service and Bigger Markets 


In Electrical Testing Laboratories, each Fleur-o-lier Manu- 
facturer has the inspection service of a testing organization, 
recognized as the oldest and finest in the field of lighting, to 
help him maintain the quality of his product. 


In the cooperative advertising of the Fleur-o-lier Manufac- 
turers, and in the advertising of the Fluorescent MAZDA Lamp 
advertisers, he has the benefits of a nation-wide campaign to 
build rapid consumer acceptance, and open up the vast new 
market for this new kind of lighting. A list of Fleur-o-lier 

Manufacturers will be sent in reply to 









WESTINGHOUSE ELECTRIC ¢ Fluorescent 
& MANUFACTURING CO. ) Mazda Lamps 


Interest in the use of Fluorescent 


all inquiries received from advertising. 
It is obvious that this plan of specification, 













Also the makers of auxiliaries, sockets, 
and other necessary equipment. 


Consumer Confidence 
Assured from the Start 


“Seal of Certification” of Electrical Test- 
ing Laboratories will be affixed to each 
Fleur-o-lier and auxiliary. 

“The Mazpa Lamp Manufacturers guarantee the 


performance of Fluorescent MAzpa Lamps only 
when used with an auxiliary equipment bearing 


Mazpva Lamps is growing by leaps and 
bounds as people begin to explore their as- 
tonishing possibilities from the standpoint 
of daylight lighting 
and color. Manufac- 
turers can easily see 
that this promises to 
add vast new oppor- 
tunities for unheard 
of sales volume. 


























_The Manufacturer guarantees by affixing 

this Label that this Fluorescent Lamp Auxil- 

iary is a replica of the samples subjected to 

periodic tests and inspections by 

ELECTRICAL TESTING LABORATORIES 
NEW YORK. WN. Y. 


inspection, test and certification serves 
the best interest of all concerned. It 
insures satisfactory performance to the 
user and speeds consumer acceptance 
for dealer, distributor and manufacturer. 


All who are interested in STREAM- 
LIGHTING are requested to write 
for further information and a list of 
FLEUR-O-LIER member manufacturers. 


IMPORTANT TO MANUFACTURERS OF 
FLUORESCENT LIGHTING EQUIPMENT: 


If you are not already affiliated with this 






this label.” {Quoted from Seal of Certification} 


Jumped ahead three years 








"Seals of Certification” 


group, write for full details. 


FLEUR-O-LIER MANUFACTURERS 


2122 Keith Building . Cleveland, Ohio 








by this program 
Through this definite, cooperative pro- 
gram, Fleur-o-lier Manufacturers are now essentially three years 
ahead in ability to give immediate and satisfactory service 
with this new product. 










All vital knowledge gained through research and out of the 
pooled experience of the associated groups is made available 
to each member manufacturer, so that he has the informa- 
tion he needs at the start. 


As new improvements, additions, and refinements in tubes, 
and new refinements, improvements or changes in dimensions 
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COUPON 
FLEUR-O-LIER MANUFACTURERS, 2122 Keith Building, Cleveland, Ohio 
Gentlemen: Please send me further information covering 


the subject checked: (_) Streamlighting and Streamlighting 
Equipment. (_}) Membership in Fleur-O-Lier Manufacturers. 





Name 





Address 








City State 
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Dealers WANT TO KNOW 


Four Things my Dealers want to Know about an Appli- 
ance Line—Why it pays to Give Them the full Answers 


By Paul Brown 


‘6 HAT are the things a 

|! rsa wants to know 
about any electrical appliance, that 
a wholesale salesman asks him to 
stock?” 

This is a question I have asked 
more than 300 representative deal- 
ers located in all types of commu- 
from coast to coast. These 
dealers have differed often regard- 
ing the importance they attach to 
certain points about a product. But 


nities, 


they are in absolute agreement as 
to what they want to know about a 
product before they get behind it 


and 
asm. 


merchandise it with enthusi- 
These things a dealer wants 


to know are: 


(1 


(2 
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) Its probable volume of sales. 


) How quickly his stock can be 


turned over if he takes on 
the product or line. 

) Whether he can expect an 
adequate profit margin. 

) Whether customers who pur- 
chase the product are going 
satisfied; that is, 
whether the product will 
build good will for the store. 


to be 





e\\? 


Now what exactly do these four 
points mean? And how can the 
wholesale salesman use them con- 
structively in the course of his 
dealer contacts ? 

Will It Sell in Volume?—Unless 
the dealer can expect a satisfactory 
volume of sales on a product, he 
should not stock it. So the first 
responsibility of the wholesalers 
salesman is to give him assurance 
that he can sell what you ask him 
to buy. If the retailer doesn’t 
realize the sales opportunity for the 
product you want him to stock, as 
often is the case, it is your job to 
make these opportunities clear to 
him. 

“T can’t sell electric mixers in this 
town,” protested a retailer in a small 
town in the South. 

“How many people in this town 
own an automobile that they use 
mainly for pleasure?’ the wholesale 
salesman came back. 

“Why, I don’t know,” the dealer 
hesitated. “I suppose maybe two 
hundred—maybe more. Why ?” 

“Did you ever stop to think that 
any family that can afford to drive 
a car for pleasure, certainly can 
afford an electric mixer in the 
kitchen to take the drudgery out of 
the woman’s work—to make every- 
thing connected with 
quicker and easier?” 

“T never thought of it that way 


cor king 


(Continued on page 50) 
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Galloway 


pressuring for last minute business. 
There is a follow-through job and 
an idea job—for example— 


LAST MINUTE FOLLOW-THROUGH 


1. Check Stocks— After carefully nurs- 
ing the Christmas program along to this 
don't let it bog down because of 
depleted You know what hap- 
pens year. This week and next, 
certain accounts will frantically call for 
a few dozen mixers or toasters or clocks. 
If they’re out, what can you do for them? 

Today is the time to look into your 
own stock of hot sellers. You know 
better than your buyer or warehouse 
boss which ones they are. Point out to 
both of them which lines will get the 
last minute calls. Get them to re-order 
while rush shipments can still be made. 
It means more sales, better service. 


stage, 
st cks. 


every 


Then do the same with your dealers 
They are busy selling. They haven't 
time to watch details. But stock can’t 
be overlooked at this season. Check 


their shelves and get additional orders. 

2. Make Calls—See as many customers 
weeks. If 
at night, for 


these next two 
not during the day, make it 


as possible 


MOPPING UP..ON 


ONristmas Sales 


Ten Jobs To Do For 


N”™ for the wind-up of your 
1 Christmas 

are still two weeks to help dealers 
Main 
Street is full of people out hunting 
ideas for 
trying to sell ‘em. 
last year. But 
happy difference. 
cheerful. 


program There 


pressure for more sales. 


Christmas. Dealers are 
It was the same 
now there is one 
People are more 
Buying is_brisker. 

But don’t let your dealers run out 
of ideas—now, right at the wind-up. 
Keep feeding them suggestions and 
don’t let down. Here are a few you 
can use, and you can think of more 
and better you make the 
rounds. The point is—keep these 
retailers enthused right up ’till the 
bell rings on Christmas Eve. It 
has to be done. 

There are two parts to this high 


ones as 
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A Whirl-Wind Finish 


you'll find ’em in the store until nine 
or ten. But don’t talk new lines. The 


job now is to help them move the stuff 
already bought. If a certain line 
selling, cook up an idea to move it. 


isn't 


3. Phone, Wire, Write- Of course you 
cannot see every dealer at once. But you 
can keep in touch. Phone, telegraph or 


write. Let them know you are inter- 
ested in their stocks and displays. Make 
this last minute check-up definite. Find 
out about shavers, waffle irons, tree 
lights and so on down the line. Make 


it easy for them to re-order. 


4. Sales Helps— Special Christmas en- 
velop stuffers, blotters and hand-outs are 
no good after the 25th. Go through your 
house stock more and see what’s 
on hand. Get it out to the dealers. See 
that they use it. 


once 


5. Deliveries— Service, too, is vital. In 
normal times, two or three day deliveries 
are okay. But that won't do in this 
emergency. Suggest to the boss that he 
put plenty of help in the warehouse and 


a ie ae ae ie See ee Se Sn ae en ee ee in ain en ee ee ES | 


on the trucks. Kid these birds along 
and get them to push your orders out 
with a rush. The dealer must have 
appliances or he can't sell. Also, it 


wouldn't be a bad idea to let your own 
Buick do some hurry-up delivering. 

So much for that end of it. And 
minute push- 
Every dealer 


now for some last 
‘em-up suggestions. 
few 


will be glad to have a more 


good selling ideas 


MORE SALES IDEAS 
6. Play Up The Back— Rear - of - the - 


store displays should be especially strong 
right now to pull the shoppers down 
through the entire array of gifts. Keep 
them interested all the way. The longer 


they stay, the more they'll buy. The 
rear displays should feature the most 
active lines, such as tree sets, wreaths, 
flashlights, shavers, mixers—things that 


most people are interested in. 


7. Demonstrators— As always, these 
girls put on a show, draw crowds and 
sell merchandise. But at this time their 
patter has to be short, Christmasy, in- 
teresting. There is no time for all the 
details. Set the stage with plenty of 
Christmas atmosphere Sell Christmas 
presents, nothing else. 


8. Price Tags— Every appliance on dis- 
play must be priced. Late Christmas 
shoppers haven't time to ask. And 
dealer salesmen are too busy selling. 
Don’t let potential prospects walk out of 
the store simply because they haven't 
time to get prices. Give them an idea 
and its price in the same look. 


9. Plenty of Help— Dealers need plenty 
of help these last weeks. Shoppers 
won't hang around waiting for a clerk. 
They want action. Otherwise they'll 
go on And they want deliveries when 
It all means that your dealers 
should put on pinch-hitters to sell, wrap 
packages and deliver. It means better 
more sales. 


pr¢ mised. 


service, 


10. Advertising— Now is the time too 
for dealers to put on extra advertising 
splash. Be sure they have mats and 
layouts for newspaper ads! And plenty 
of literature on every appliance! And 
kids out peddling Christmas atmosphere 
handbills ! \lso—are displays changed 
frequently enough? Are they putting on 
a phone program to remind the neigh- 


borhood that electrical appliances make 
ideal Christmas gifts? 

This is your last chance to do 
big things this year. So make the 
most of it. And it’s well worth 


plugging twelve or fourteen hours 
a day during the next two weeks. 
It’s not a long time and there’s a 
lot to be gained. Your dealers need 
good advice, new enthusiasm, fresh 
ideas. Then they'll sell harder. 
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LAST MINUTE SALES IDEAS 


for Dealers 


Have this multigraphed at the hotel and pass it out 


to every dealer—or mail it ahead of your call 


brighten the store with plenty of table and floor lamps, and price ‘em to show they, too, 
are for sale. 


Assemble an iron, toaster, waffle iron and clock or any other group, and sell them as a pack- 
age. Then the shopper can knock off several presents at once—at a price. 


Play up a one-price table. It always goes, and it saves time for the shopper. She can see, 


at a glance what’s available at a certain price. 

Pre-wrap a number of appliances, and pile them around one that is unwrapped. Set up a 
price card. ‘Then the shopper sees the price and knows she can buy one without waiting 
for wrapping. 

Sell the shopper—‘two-at-a-time.”” One for Uncle Elmer, the other for Brother Bill. 

Go after purchasing agents and employee clubs of industrial plants, where large volume 
sales can be made. 

Use the phone to reach a lot of your old customers in a hurry, and at small expense. 

Let everybody know that those lighted wreaths and Christmas tree sets you are using for 
decorations are for sale. Put price tags on ‘em. 

‘ancy up the old stock. Get it out on display, all shined up and tied with a red bow, and 
sell it at a price. 

Keep a radio or phonograph playing soft Christmas music. It lends the right atmosphere, 
and sells records and radios. 

Make the wall space work by hanging up large cards listing what electrical appliances are 
suitable gifts “For Men’’—‘For Women’’—‘‘For Children.” 

Use red and green spotlights to add atmosphere, and highlight outstanding displays. 

Toy trains are just as effective inside the store as in the window. Let each car carry a sales 
message. 

Get hold of a sound truck if you're not too dignified. Trim it up with Christmas colots“and 
send it around town, spreading the good word. 

Team up with the other retailers in the block, and hire some singers to go from store to 


store, singing Christmas carols. 


Hand out Christmas candy or inexpensive trinkets to the kids. They make a hit, cost little, 
and pay profits from Mother’s good will. 
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APPLiance® 


Sackett Adds 
Men And Lines 


Business is brighter in the Buffalo 
area and the H. I. Sackett Electric Co. 
has prepared to take advantage of it. 
The company has separated its appli 
ance department from general supplies, 
with Glenn E. Burdick as appliance 
manager. That department has added 
J. M. Considine covering 
western New York counties. He 
with Kelvinator for 12 years. 

A. E. MacManus is out in that same 
territory pushing supply lines to 
tractors and dealers. I. 
has been in the construction and engi 
neering fields for the past ten years, is 
specializing on industrials in Buffalo. 
Kenneth Boerst has been added to the 
service staff. 

The appliance salesmen are now push- 
ing Fairbanks- Morse refrigerators, 
radios, washers and ironers; Duo 
Therm space oil heaters, hot water heat- 
ers, radiating heaters and oil burning 


ranges. 


who is SIX 


Was 


con 


R. Gage, who 


also 


Hartford Sets Up 
Electric League 


Last month 300 members of Hart- 
ford’s electrical industry sat down to 
dinner and the Hartford Electric 
League was in its first session. 
of the chief aims of the league is to 
assure the quality appliances 
and a certification plan has been set up 
accordingly. One of the immediate 
objectives is to sell $350,000 worth of 


One 


sale of 


WITH THE APPLIANCE PEOPLE 





equipment before the old year rings out. 

Orrin P. Kilbourn, head of the Orkil 
Electric Co., is president of the group 
and was chairman at the meeting. S. K. 
3 president; John H. 
Bauer, treasurer, and Frank Linbacher, 
secretary. Carl E. DeLaney is man- 
aging director and headquarters at 242 
Trumbull St 


avery is vice 


Riechman-Crosby 
Adds New Lines 


Harold Wright, manager of the elec- 


trical department ot 


Co. Memphis, announces that they have 


Riechman-Crosby 


added Birdseye’s neon glow lamps, and 
the new modernistic bracket fixtures for 
lighting manufactured by 
Elec. Jobbers Equip. Co. 


decorative 


Wm. Crane Heads 
Crane Electric Supply 


William Crane, who has been sales 
manager of Crane Electric Parts & 
Supply Co., Reading, Pa., has been 
elected president of the company. He 
succeeds Morrey C. Sheinburg who 


resigned. 


Apex Improving 

Cleveland Plant 

rhe Electrical Mfg. 
spending more than $100,000 for the 
improvement of manufacturing facili- 


\pex Co. is 





NEW CLOCK, so the G.E. boys get together to see what they’re going to do 
Standing, left to right, H. S. Perkins, New York: D. B. Hollister, 
advertising, and Clyde Thorson, sales manager. 


about it. 


. 





-Re 


vaee 


Sitting clockwise around the 


table are: Lee Cooper, Philadelphia; Jerry Grannis, Boston; Joe Martin, Bridge- 
port; Leon Williams, Atlanta; Harry Brown, Buffalo; Jim Galloway, New York 


and John Rainbault, clock manager. 
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SELLING DEALERS then turning them 
into real merchandisers are the aims 
of C. F. Parker and L. L. Johnson of 


the Richmond (Ind.) Electric Co. And 
they are off to a flying start, partly 
due to the extremely low rates in 
their territory. 


ties at its Cleveland plant. One of the 
features of the program is a new 
assembly line for washers. They will 
be built from frame to crating as they 
move along conveyors. 
production 25 per cent. 

Manufacturing on the West Coast has 
been suspended with the sale of the 
Oakland property to the Shell Oil Co. 
3ut there will be no change in the 
sales set-up in that territory. 


This increases 


Chicago Holding 
January Market 


Next month thousands of buyers from 
all parts of the midwest will gather in 
Chicago to see and buy the latest de- 
velopments in house furnishings. These 
buyers will attend exhibits at the Mer- 
chandise Mart, Furniture Mart and the 
Stevens Hotel. Electrical manufac- 
turers are participating heavily. For 
instance, some 95 makers of sma!l and 
the 
The market 


major appliances are showing at 
Merchandise Mart alone. 
runs from the 9th to 21st. 


Frisco Mart 
Holds Open House 


Several hundred buyers browsed 
through the fourth and fifth floors of 
the Western Merchandise Mart, San 
Francisco, on Friday evening, Novem 
ber 4 to prevue 1939 developments in 
appliances and lighting. 
Demonstrations and 
were featured in most 
selling points, especially 
visiting salesmen, 
presented. 


action displays 
exhibits, and 
instructive to 


were dramatically 














WITH COLORS A‘FLYING, E. A. Bailey, 
engineer for Carrier, and his three-ton 


self-contained conditioning unit, came 
through a 9000-mile jaunt. Bailey tested 
it under various weather conditions and 
altitudes from coast to coast. Between 
tests he showed it to the trade. 


Smith Selling 
G.E. Conditioning 


Jared A. Smith & Co., Columbus, 
Ohio, has been appointed distributor for 
the General Electric line of heating 
and air conditioning equipment in cen- 
tral Ohio. 


Mail Course For 
General Shaver Dealers 


The General Shaver Division of 
Remington Rand, Inc., and the Tested 
Selling Institute have just set up a 
training course for retail salesmen. To 
date some 50,000 salesmen have signed 
up for the series which is designed to 
help them in their general selling. 


Halifax Jury 
Condemns Govt. Selling 


In a report recently presented to the 
Supreme Court of Nova Scotia, at 
Halifax, the Grand Jury of Halifax 
County condemned the practise of in- 
dividuals being allowed to buy electrical 


supplies and appliances through the 
local government. 

It was declared that an unfavorable 
situation has been created by purchas- 
ing and other officers of the 
provincial government buying for 
friends at the reduced prices allowed. 
The jury pointed out that the 
practise is unfair to wholesalers, who 
are allowing unjustified reductions and 
to retailers who are deprived of busi- 
ness normally due them. 


agents 


also 


RCA Says 
Television In Spring 


3y the time April 30 comes around, 
David Sarnoff president of RCA says 
that home television sets will be on the 
market. He made the announcement 
before a meeting of the board of direc- 
tors of the Radio Manufacturers Asso- 
ciation. 

Other manufacturers besides RCA 
also plan to have sets available by the 
time the National Broadcasting Com- 
pany goes on the air in April with regu- 


lar programs. The Columbia Broad- 

casting System is also expected to 
broadcast television regularly. 

More Space 

For Furman 

The Furman Distributing Co., 

Columbia, S. C., distributors of radio 

and_ refrigeration, has enlarged its 


quarters at 1208 Laurel St., and taken 
on auto radios, small appliances and 
lamps. Also, more men have _ been 
added to the service department. 


Washington Pushes 
Electric Cooking 


The Electric Institute of Washington 
(D. C.) is spending $25,000 to help its 
members and the industry generally sell 


the public on electric cooking. The 
drive was launched in October at an 


all-industry meeting with P. B. Zimmer- 
man, vice president of Norge, as key 
speaker. 


During the drive which carries the 
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FROM BOSS to cleaning lady, the staff of the Columbian Electrical Co., Kansas 
City, was on hand when the photographer went to work. Columbian started in 
business 46 years ago and for the past 16 years has been owned by W. B. 


Satterlee and Walter S. Blue. 
territory. 
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They recently took on the Philco line in their 





slogan “Flameless Cooking Has Public 
Acceptance”, the story on electric cook- 
ing will be told by newspaper and direct 
mail advertising, counter cards, window 
displays, tags, testimonial booklets and 
demonstrations in dealer stores, movie 


theatres and at the Institute. Also a 
training course will be held to school 
all range salesmen. 


Emerson Names 
Consolidated Automotive 


The Emerson Radio & Phonograph 
Corp. has appointed the Consolidated 


Automotive Co. as distributor in the 
state of Florida. Consolidated has 14 
salesmen covering the territory trom 


houses at Daytona Beach, Orlando and 


West Palm Beach. 


NEW SALESMAN for the Greusel Dis- 
tributing Corp., Milwaukee. When Al 
Schuele went on the job, the boss, 
Frank Greusel, bowed him into the 
trade with a letter to one and all, 
telling why Schuele was on the job 
and how he’s going to help them. 


RCA Concluding 
Anniversary Drive 


RCA’s three-way merchandising and 
promotion program, which began in 
October as a tie-in with the 40th Anni- 
versary celebration, is winding up at 
the end of this month. During this 
drive the company is running 48 ads in 
23 magazines; carrying on a coopera 
tive newspaper campaign with distribu- 
tors and dealers; and using radio. 

Another feature of the program 
the “Oldest Victrola Contest” to find 
the oldest phonograph built by the com- 
pany from 1906 to 1925. Prizes of 
$250 will be awarded to the owner of 
the oldest Victrola made during each 
of those years. 


1s 
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NEARLY ALL of the bunch at Wesco, Portland, are on hand, beaming away. 
Standing, left to right, T. Lapham, J. Casey, L. Tynan, Ella Sullivan, R. Tynan, 
Loyse Farrington, E. Davis, Margaret Tompkins, C. R. Bach, manager, H. Floyd, 
F. G. Johnston, E. Hugill, F. Harold, D. Hiatt, B. Fones, R. K. Akin, Olga Crans- 
ton, C. Erickson and V. Ryberg. 
Kneeling, left to right, J. R. McColm, J. 
Baker, J]. Spier, A. Bower, J]. Volckers, G. 


Approval Given 
Electric Blanket 


months of 


laboratories 


After eleven testing, the 
Underwriters’ have given 
approval to the electric blanket being 
introduced by General Electric. 


Men Moving 
At Bendix 


Bendix is getting set to handle the 
big upturn in business and has promoted 
a number of men to help do the job. 
William H. Leininger, who had charge 
of advertising and sales promotion, has 
been moved up to merchandising man- 


ager in the sales department. His work 
has been taken over by Parker H. 


Ericksen, who came from Zenith where 


he headed advertising. Before that he 





TRAFFIC APPLIANCES are his babies. 
W. H. Rogers of the General Electric 


Supply Corp., Washington, D. C., 
specializes on them. Give him a rainy 
day and he is happy as a robin. He 


says prospects stay home then. 


Ballou, K. C. McHenry, M. Hobkirk, C. 
Guisness and C. C. Curry. 


was with Fairbanks-Morse in the same 
‘ a 
capacity. 


i %. te 


itten has been promoted from 
district manager 


to regional manager in 


charge of Eastern sales. W. S. Rein- 
hart has been upped from the sales 
training department to New England 
district manager. N. F. Lawler of 
Detroit has moved to headquarters to 


sales training, with responsi 
y for schooling 4,000 dealers and 
10,000 retail salesmen. 

C. H. Hunter is now manager of the 
St. Louis territ ony ve Ayres directs 


manage 


bility 


ory. 


sales around Davenport and W. A. 
Becker is manager of the Pittsburgh 
area. D. F. Gaches, H. H. Wilson and 


| H. Faught have been 


special sales representatives. 


appointed 


Norge Ups 
Zimmerman, O’Hara 


P. B. Zimmerman, who has been vice 
president in charge of sales for Norge 
during the past year, has been promoted 
to vice president and assistant to the 
president, Howard E. Blood. 

M. G. O’Harra, who headed Eastern 
sales, has taken over Zimmerman’s old 
position as vice president in charge of 
sales. He has been associated with 
Norge since 1930, coming from U. S. 

he 


Rubber where was general sales 
manager of the G & J Tire Company 


Division. 


G.E. Reviews 
lts Sixty Years 


ober issue of The Mono- 
Electric took an inven- 
tory of the past sixty years, going back 
to October 15, 1878 when Thomas A. 
Edison and Grosvenor P. Lowrey 
founded the Edison Electric Light Co., 
one of the pioneer firms later merged 
to form 1 Electric. 


Oct 
General 


In the 
gram, 


General 
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The 22-page magazine briefly out 
lines the origin and development of the 
industry and the many 
contributions Electric 


itself has made. 


cites some ot 


which General 


Stewart Warner 
to Present Range Line 


salesmen 
*h 


and 
Edgewater Beac 
hear the 


elec 


300 distributors 
will be at Chicago’s 
Hotel from January 
story on Stewart-Warner’s new 
tric range line. Also at that meeting, 
the 1939 refrigerators will be presented. 


Sx me 


5-7 to 





BABE IN ARMS and the old man is 
plenty proud. The young lady ambled 
into the Wichita house of the American 
Electric Co. to see how her dad, A. L. 


Goodman, was managing the place. 
She looked around, then climbed up 
into his arms to tell him that all looked 
ship-shape. 


Range Promotion 
In Cleveland 


Cleveland's campaign, which 
started in October under the sponsor 


range 


ship of the Electrical League, is de 
signed for concentration on the most 
fertile market. To find this market, a 


force of field men is surveying some 
16,000 homes. 

In addition to the survey, the 
also includes cooking 
auditorium and in 
sponsored by 


pré . 
schools in 


gram 
the 


community 


various 
deal- 
Cooperative advertising will also 
be used during the campaign. 


League 
centers, 


ers. 


Germantown Shows 
Extinguisher Line 


The Germantown Electric Supply 
Co., Philadelphia, recently took on the 
Lightning Fire Extinguisher and held a 
show at a local ball park to demonstrate 
how it works. Industrial men, fire 
department officials and underwriters 
were on hand to see the extinguisher do 
its stuff. An amplification system was 
used to explain the various tests as they 


progressed. 

















PRODUCTS 
QO Shh. os 


Ameer Lit ANH COE OS 


BATTERY RADIO 






































, 3” 
can’t go ‘til the light change 


volves at 1000 R.P.M. on frictionless top radio transmitters. Eliminates creating of 
and bottom bearings. Entire machine interference during periods of tuning-up 
has white finish, MADE BY .. . West- and adjustment. DETAILS .. . Built like 
inghouse Elec. & Mfg. Co., Mansfield, O. vacuum tube, with glass bulb. Four 


prong ceramic base mounts in standard 
tube socket. Rated at 100 watts. 

FILTERETTE MADE BY .. . Ohmite Manufacturing 
Co., 4835 Flournoy St., Chicago. 








FEATURES .. . Four-tube battery radio 
using |'/. volt tubes for low battery 
drain. Tuning range covers domestic 
broadcast and police calls. DETAILS 
. Superheterodyne circuit with six 
tuned circuits and magnetite core coils 
for permanent alignment of delicate cir- 
cuits. Cabinet of walnut veneer. Height, 
1234” — width, 10%”—depth, 6%”. 
Model 94BT-|. MADE BY ... RCA 
Mfg. Co., Camden, N. J. FEATURES . . . Designed to overcome 
radio interference caused by electric 

shavers. Provides about 100,000 micro- 

SPINNER-WASHER volts in noise voltage impressed on lines 
by shavers. DETAILS . . . Contained in 

black Bakelite housing |'/2” in diameter 

‘i and 23%” long. Approved. MADE BY 


- . . « Tobe Deutschmann Corp., Canton, 
TT: we Mass. FEATURES ... Blades have 104 individ- 
ual cutting edges, oscillating 14400 times 


a minute. Tempered steel blades are 
ANTENNA RESISTOR self-aligning and self-adjusting. DETAILS 

. . « Self-starting motor. No brushes, 
bearings or gears. MADE BY ... Elec- 
tro Tool Corp., Racine, Wis. 


ELECTRIC SHAVER 

















INTERCOMMUNICATING 


FEATURES .. Washes, blues, rinses and 
damp-dries. No exposed moving parts. 
Controlled by two levers, one for tur- 
bulator, other for spinner basket. DE- 
TAILS . . . Basket is one-piece porcelain FEATURES . . . Dummy antenna resistor FEATURES .. . Equipped with 12 “key” 
enamel cone, with no perforations. Re- for checking output and efficiency of switches and 12 announciators which in- 
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SELLING 





dicate the outlying station desiring com- 
munication. DETAILS ... Speaker units 
used with system and are provided with 
call buttons. Cabinet finished in walnut 
with die-cast metal grill. Complete with 
three-way talk-listen switch, volume con- 
trol and pilot lamp. System can incor- 
porate multiple masters with speakers 
and each master can intercommunicate 
or call the speakers in system as desired. 
Speakers maye be located as far as 3000 
ft. from master. Model 212AM. MADE 
BY . . Webster Electric Co., Racine, 
Wis. 





COFFEE MAKER 





FEATURES ... Neck of serving decanter 
is three inches across to facilitate clean- 
ing. Decanter cover of chromium. DE- 
TAILS . . . Cover hinged to lift out of 
way for brewing. Handle of ivory bake- 
lite with funnel holder and measuring 
cup to match. MADE BY .. . Glass 
Coffee Brewer Corp., Chicago. 


VACUUM CLEANER 








FEATURES Patented Adjustorite 
efficiency indicator shows when cleaner 
is adjusted correctly. When button on 
front of indicator is out, cleaner is 
poorly adjusted. When "in", adjustment 
is correct. User can easily adjust. 


DETAILS . . . Dust bag has been further 
reinforced and hinged wide opening 





simplify emptying. Two-speed, Universal 





motor; headlight. Chrome handle. 
Automatically lubricated bearings. Dou- 
ble rear wheels. 21'/2-feet rubber cov- 
ered cord. Model 179 illustrated. Lists 
at $72.50. MADE BY ... The P. A. 
Geier Co., Cleveland. 


CONSOLE RADIO 








FEATURES . . . Time tuning makes pos- 
sible preselecting any one of five stations 
for any 15-minute period over a 24-hour 
span. DETAILS ... The “beamascope", 
a scientifically synchronized antenna, 
eliminates need for ground and antenna 
connections. Connected simply by plug- 
ging into socket. Keyboard touch tun- 
ing. 10-tube. Model G-105. MADE 
BY ... General Electric Co., Bridgeport, 
Conn. 


ROOM CONDITIONER 





FEATURES . . . Humidifies, circulates and 
purifies air. DETAILS . . . Various styles 
available for homes, offices or shops. 
Plugs into regular electric outlet. Wal- 
nut finish cabinet. Called ‘Healthifier." 
MADE BY ... Lion Mfg. Co., 2701 Bel- 
mont Ave., Chicago. 
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HEAT BOOSTER 








FEATURES .. . Can be fastened to hot 
air register in room, plugged into outlet 
to draw static heat from pipes and dis- 
tribute it through room. DETAILS ... 
Adjustable to fit various registers. Held 
in place by two bolts. Induction-type, 
non-radio interfering motor. MADE BY 
. . . Kisco Co., St. Louis. 


WINDOW VENTILATOR 








FEATURES .. . Ventilates, circulates and 
filters air. Fits in window. Mechanism 
is sound-proofed. DETAILS . . . Does 
not protrude over outside window sill. 
Hinged front panel makes adjustments 
accessible. Called ''Silentaire." MADE 
BY ... Berger Mfg. Div., Republic Steel 
Corp., Canton, Ohio. 


TRAVEL IRON 





f 





‘4 


ee 


FEATURES . . . Detachable handle. Three 
minutes to heat for rayon or silk-light 
materials. DETAILS . . . Carried in two- 
compartment green suede carrying bag. 
Non-skid heel-rest prevents sliding. Fin- 
ished in non-tarnishing chromium plate. 
Wattage, 400. Operates on a.c. or d.c. 
Equipped with 6-foot cord. MADE BY 
. .. Landers, Frary & Clark, New Britain, 
Conn. 






















@ The man in the open has a better 
chance to score—and you have a 
better chance to score sales when you 
don’t have to overcome opposition to 
the products you sell. RACO ¢ ALL- 
STEEL ¢ PRODUCTS give you this 
advantage because of their years of 
acceptance by the trade and users. 
You don’t have to dodge a preference, 
you can make it work for you. 


The recognition and acceptance of 
RACO ¢ ALL-STEEL ¢ PRODUCTS 
can save your time and increase your 
income. The more than 40 years of 
experience behind the switch boxes, 
outlet boxes, cutout boxes, cabinets, 








IT’S EASIER TO SCORE WHEN YOU 
HAVE SUPPORT 


fuse cabs and conduit fittings which 
bear the famous RACO and ALL- 
STEEL trade-marks are your assurance 


of satisfactory performance. 


Engineering which meets every modern 
wiring requirement and a complete 
line that meets the special needs of 
each locality are convincing evidences 
that the nation-wide acceptance of 
these products will be continued. Write 
for the new catalog illustrating the 
complete line of RACO ¢ ALL-STEEL 
e¢ PRODUCTS today. 


obligation and it may be the means of 


There is no 


increasing your income. 





Distributed Nationally by 


ALL-STEEL-EQUIP COMPANY, INCORPORATED 


627 JOHN STREET e AURORA, ILLINOIS 
Factories: South Bend, Indiana e Aurora, Illinois 





RACO - ALL-STEEL > PRODUCTS 


SWITCH BOXES 


CABINETS + FUSE CABS 
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OUTLET BOXES 





CUTOUT BOXES 
CONDUIT FITTINGS 















A few of the products in 
the complete RACO e 
ALL-STEEL e PROD. 


UCTS line: 


: 


\ 
‘hy 


, 
TL 
| 


) iH 





Switch Box MC—with 
XL clamps for armored 
cable 


5h 
on 


JK \ Trae gp’ 
iw 
Jay-Kay Box 
DO-25 N-JK—refined 
J-K clamps on outside 
provide more wiringroom 





Switch 
Box 
MF—for 
cable, with 
adjustable 
fixture 
bridge 









Cable Box 
DO-22N-OE—equipped 


with external mounting 
ears 
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POUNDATION 


KLAGPOLE 


...Bué WIRE IS ONLY AS GOOD AS 
ITS INSULATION 





MANUFACTURERS OF ELECTRICAL 
: WIRES AND CABLES 


; LINEMEN’S BLANKETS - SPLICING COMPOUND - TAPE - SWITCHBOARD MATTING 













TEST SCREWDRIVER 














FEATURES . . . Screwdriver with neon 
test lamp in handle. For testing spark 
plugs, ignition cables, high voltage lines, 
neon signs, etc. Neon tubes sensitive 
to high voltages and low currents. 
DETAILS .. . Handle is amber pyroxilin. 
Blades of selected tool steel. Three 
sizes in set which is put up in leather 
holster. MADE BY . . . Sundt Engineer- 
ing Co., 4238 Lincoln Ave., Chicago. 





RANGE CORD SET 





FEATURES . . . Has Bakelite cap and 
rubber cable. DETAILS . . . Bakelite sec- 
tions of cap riveted together. Brass 
prongs are electrically welded to con- 
ductors. Cord gripped by neck of cap 
relieving strain on prong and cable con- 
nections. Equipped with clamp for at- 
taching cord to range connection box. 
Copper terminals marked with wire sizes. 
MADE BY ... The Bryant Electric Co., 
Bridgeport, Conn. 
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NEW 


PRODUCTS 
7@ @SEE. 6 > 


SUPPLIES AND EQUIPMENT 





m 
wy like to keep ™Y 7° 


ROTARY SURFACE SWITCH 





FEATURES . . . Triple-pole rotary surface 
switch with dust-tight black Bakelite 
cover. Cover has flat top. DETAILS 
.. + For 35 amp., 125 volts; 20 amp., 250 
volts; 10 amp. 600 volts. Two H.P., 
3-phase, 230-575 volts. Catalogued as 
No. 4781. MADE BY ... The Bryant 
Elec. Co., Bridgeport, Conn. 





CAPACITOR 








42ee 


. Electrolytic capacitor 


FEATURES . 


for motors and other a.c. applications 
is hermetically sealed in lock seamed 
aluminum container. DETAILS . . . For 
operation involving a maximum of 20 
starts per hour, each start of 3 seconds 
duration. Equipped with special Bake- 
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(RORED 


“4 


e before mY customers 


lite terminal block having two dummy 
screw terminals. Terminals arranged for 
convenient wiring to motor, line and 
thermostat in refrigerator applications. 
Type JDF. MADE BY ... Cornell- 
Dubilier Elec. Corp., South Plainfield, 
N. J. 


FUSELESS MAIN SWITCHES 





FEATURES .. . Units provide up to 6 
branch circuits. DETAILS . . . Furnished 
in both long and short cabinets. Long 
type provides space for both transformer 
and Despard type switches. Interior 
mechanism removable for wiring. Both 
surface and flush types. 30 amp., 120- 
250 volts with solid neutral. Front op- 
erated rotor disc switches. Catalogue 
No. 32N3. MADE BY .. . Colt's Patent 
Fire Arms, Hartford, Conn. 


———FLUORESCENT LAMPHOLDER 








FEATURES . . . Lampholder for fluores- 
cent lumiline lamps of both |” and 1!” 
diameter. DETAILS . . . Available for 
flush mounting with binding screws at 
bottom or for surface mounting with 
binding screws on front. Can be in- 
stalled in wiring channel together with 
necessary lamp auxiliaries. Casing 








i 





















“But you CAN'T have gold wiring 
Mrs. Gotrocks... 


—it isn’t even listed 





pps 


in the Buyers Reference. 


. oR THE Many electrical men believe that if it isn’t in the Buyers Reference 


“there ain’t no such animal.” ; 
We do our best to live up to this reputation. Throughout the 

year, a staff of editors checks and re-checks every known electrical 

and allied product — trade and company names — addresses. 
Once a year this information is published in the Electrical 





Buyers Reference. It is as complete as human care and vigilance 
can make it. 

We lay no claim to perfection, however. There may be gold 
wire for Mrs. Gotrocks. But for every practical purpose you'll 
find the Buyers Reference has all the answers. 


The Looking-Up-Place for ° : 
Everything Electrical Keep your copy handy. It will save you time and money. 


ELECTRICAL BUYERS REFERENCE 





ELECTRICAL CONTRACTING EDITION 
A McGraw-Hill Publication « 330 West 42nd Street, New York 
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molded of black Textolite. MADE BY 
- . « General Electric Co., Construction 
Materials Div., Bridgeport, Conn. 





CONNECTOR 





FEATURES .. . Four sizes available, for 
service entrance and all small wire con- 
nections. DETAILS . . . Oval point, non- 
removable bronze screw descends be- 
tween V-shaped corrugations provides 
wedging and snubbing action which 
makes a safe, strong connection. Body 
is copper. Can be salvaged and used 
again. Number SC-12X, illustrated, has 
hexagonal head screw. MADE BY... 
H. B. Sherman Mfg. Co., Battle Creek, 
Mich. 


RECESSED FIXTURE 








FEATURES . . . Square recessed-type 
lighting unit suggested for use in 
kitchens, bathrooms, game rooms, etc. 
Equipped with 6!/2” square Holophane 
Controlenes. DETAILS . . . Consists of 
roughing box 454” deep by 854” square 
which is of galvanized steel with sprayed 
aluminum interior. Designed for one 
100-watt lamp. Box has '/2” knockouts 
at top and each side at socket location. 
Removable frame of polished cast alumi- 
num. Catalogued as No. 5140. MADE 
BY ... Day-Brite Lighting, Inc., St. Louis. 


NEON TRANSFORMER 








; i 


FEATURES .. . Enables low-voltage bat- 
teries to be used as sources for neon 
tube lighting. DETAILS . . . Dimensions 
—6” x 5” x 3”. Available in six and 
twelve-volt ratings and capable of illumi- 
nating 20-feet of tubing. MADE BY... 
General Electric Co., Schenectady, N. Y. 
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FLUORESCENT REFLECTOR 








FEATURES . . . Designed for 18”, T-8 
fluorescent lumiline lamps. To be used 
for showcase, display and small wallcase 
lighting. DETAILS .. . Fitted with junc- 
tion box at each end. Fixture proper 
measures 22”. Furnished complete with 
hanging clips and screws for installation. 
Reflecting surface is porcelain enameled 
steel. MADE BY .. . Day-Brite Lighting, 
Inc., St. Louis. 


———- JACK KNIFE SCREW DRIVER 





FEATURES ... Combined screw driver 
and jack knife. Designed for electricians, 
mechanics, etc. DETAILS . . . Knife built 
into handle of the six-inch blade screw 
driver. No. 1022, listing at $1.00, has 
knife permanently mounted in a natural 
color hardwood handle. No. 1023, listing 
at $2.00, has handle of shockproof 
"Stanloid" composition material. Knife 
can be released from metal sheath by 
pressing button, for use as a separate 
tool. MADE BY . . . Stanley Tools, New 


Britain, Conn. 


ARMOR ROD CLAMP 








| 


FEATURES . Connector especially 
adapted for taking copper and galvan- 
ized taps from A.C.S.R. over armor rods. 
DETAILS . . . Consists of three clamping 
elements held in place by two bolts and 
arranged so five parts constitute virtually 
single piece. Design permits aluminum 
armor rods to bear against galvanized 





surface and copper tap to bear against 
copper surface. Constant spring pres- 
sure maintained between conductors, 
providing secure connection. MADE BY 
. . « Burndy Engineering Co., 459 E. 
133rd St., New York. 


MAIN SERVICE EQUIPMENT 





FEATURES . . . The 64300 series has 30 
ampere main switch and from 2 to 8 
branch circuits. The 66200 series has 60 
ampere main switch and from 2 to 12 
branch circuits. DETAILS . . . Designed 
for compactness and greater wiring 
room. Solderless type wiring terminals. 
All plug fuse receptacles will accommo- 
date non-tamperable fuses. MADE BY 
. «+ Bull Dog Electric Products Co., 
Detroit. 


LIGHTING UNIT 








FEATURES . . . Provides high intensity 
illumination. DETAILS . . . Reflecting 
surface of Alzak aluminum. Louvres are 
polished and of satin Alzak aluminum. 
Number R6363 for 200 to 1000-watt 
lamps is 18” in diameter. The R6386 
series has smaller reflector. Called “Ex- 
celux." MADE BY ... Edwin F. Guth 
Co., 2615 Washington Blvd., St. Louis. 


FLUORESCENT CHANNEL 


JME ELL-STROP LINE INCLUDES EVERYTHING 
THE ECONOMIC. = 





NO. 70-8.C.0 OR E INDIVIDUAL CHANMEL COVER 
NO. 703 SOCKET MOUNTING END PLATE 


FEATURES . . . For handling fluorescent 
lighting installations. DETAILS . . . Chan- 
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MAGNET WIRE e BARE WIRE 





SERVICE ENTRANCE CABLE 3e 


CRESFLEX NON-METALLIC SHEATHED CABLE 











VARNISHED CAMBRIC e« RUBBER POWER CABLES « BUILDING WIRE e RADIO 








Output Resumes Its Rise 


Continues above 1936— 
Catching up with 1937— 
New England recovers— 
Gains are general 


With the production of 2,182,751,000 
kw.-hr. in the week ended October 15, 
according to the Edison Electric In- 
stitute, the output curve of the electric 
light and power industry resumed the 
upward trend that had been interrupted 
during the three preceding weeks. The 
output was the largest for any week 
thus far in 1938 with the single ex- 
ception of the week following Labor 
day. With the same exception, also, it 
approached. most nearly to the output 
a year ago, the disparity being cut to 
4.1 per cent. The increase restored the 
lead over 1936 which has characterized 
the operations of the pact: b-'¥ > 

The outstanding ‘ 
gion?" 






OUTPUT DEMANDS IT 


Seldom has such an opportunity for increased revenue been 
presented. You may have to wear out a little more shoe leather 
—or a little more mileage off your tires—but it's worth the 
extra effort. Large and small users alike are anxious to learn 
how to stop waste and inefficiency caused by obsolete and 
inadequate wiring. YOU are the man to advise them. Our 
nationwide organization of sales-engineers offer their services 
in helping you survey the wire and cable needs of your 


customers. 


INSULATED WIRE 





poe 


CRESCEN?T 


TRENTON. \ 


WEEKLY 
OUTPUT 





Reprint 
Electrical World 
Oct. 22, 1938 


STEADILY 
INCREASING 


& CABLE CO. INC 
NEW JERSEY. 


Jobber Co-Operation—A Permanent Policy 
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CRESCENT ENDURITE SUPER-AGING INSULATION @e WEATHER-PROOF WIRE 
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SHAWMUT 
SHUR-LAG 


RENEW ABLE 


FUSES 


END FUSE TROUBLES 
ASK 


(Ohe CHASE-SHAWMUT 
COMPANY 


NEWBURYPORT 
MASSACHUSETTS 


| 
| 


nel of proper size for mounting auxiliary 
reactance within channel directly under 
each lamp. Individual channel covers 
provided with holes for attaching the 
reactance and available in standard 
lengths for use with 18”, 24” and 36” 
lamps. Channel covers available in chro- 
mium plate, aluminum bronze, white 
enamel and other finishes. MADE BY 
. « « Wilson Lighting, Inc., 411 S. Clin- 
ton St., Chicago. 


TESTER 








e 3 


FEATURES . . . Combination tube and 
set tester. Incorporates long multiple 
scales in three colors. DETAILS . . 
Tests all types of tubes. For d.c. and 
a.c. 4 ranges each voltmeter 0-1000 D.C. 
Milliameter 4 ranges 0-1000 D.C. am- 
meter 0-10.4 ranges ohmmeter reading 
to 10 meg. Also reads condenser leak- 
age. MADE BY .. . Radio City Prod- 
ucts Co., New York, N. Y. 





SERVICE EQUIPMENT 





FEATURES service 
equipment incorporating 100 amp. fuse- 
less main switch; 60 amp. fusible range 
switch; 4 lighting circuits. DETAILS... 
All housed in one unit. Dead front con- 
struction with solderless connectors tak- 
ing up to |-0 wire. Ample wiring space. 
Catalogued as No. 104. MADE BY... 
Anchor Mfg. Co., 40 Oliver St., Boston. 


. Combination 





INSULATOR 

















FEATURES . . . For use in fence wiring 
for farms. DETAILS . . . Tieless insulator. 
Live wires attached or removed without 
tools. Catalogued as No. 57. MADE 
BY ... Porcelain Products, Inc., Parkers- 
burg, W. Va. 


TESTER 
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wo0y 


veuow 
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FEATURES . . . Pocket-size tester for 
electricians, line men, etc. Tests for live 
or open circuits, blown fuses, defective 
condensers and resistors, etc. DETAILS 
. . . Uses neon bulb glowing on 1/10,000 
amp. current. Housed in_ injection 
molded Tenite case with limiting resistor 
in series. Test-tips insulated to prevent 
shorts in testing. Called "Tattelite." 
MADE BY .. . Littelfuse Laboratories, 
Inc., 4238 Lincoln Ave., Chicago. 





BENCH GRINDER 





FEATURES . . . For general grinding, 
sharpening tools, buffing, polishing and 
wire brush work. Full ball bearing, six- 
inch wheels, 4 H.P. motor. DETAILS 
. . « Finished in gray enamel. Equipped 
with wheel guards, tool rests, toggle 
type switch, three-wire rubber covered 
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cable, rubber feet, one coarse wheel and 
one fine. Catalogued as No. 66, Lists 
at $18.50. MADE BY .. . Stanley Elec- 


tric Tools, New Britain, Conn. 


WIREHOLDER 








FEATURES . . . Shackle type wireholder. 
DETAILS . . . Length is 5!/2”; maximum 
diameter is 2'/g” and the hole is |”, 
large enough to take 300,000 CM. cable. 
Porcelain held in compression on all four 
sides. Screw is 2!/2” long and extends 
244” beyond metal base. Metal parts 
either cadmium plated or hot dipped 
galvanized. Metal strips going up either 
side are embedded in porcelain. MADE 
BY . . . Knox Porcelain Corp., Knoxville. 


ELECTRIC SANDER 








FEATURES . . . Movement of sanding 
pad similar to hand sanding motion. 
Provides high cutting speed, uniform fin- 
ish and eliminates chasing and graining 
effects. DETAILS . . . Sander head 
weighs 3!/, lbs. Driven by '/ H.P., 3450 
R.P.M. motor. Power transmitted by 
flexible shaft. Three types of motor 
mountings available—bench, ceiling sus- 
pended or motor mounted on three-leg 


caster base. MADE BY . . . Sterling 
Products Co., 2457 Woodward Ave., 
Detroit. 








Throughout the country, 
thousands of miles of trans- 
mission lines equipped 
with Oliver Materials bear 
silent testimony to the 
unusually long life built 
into all Oliver Pole Line 
Materials. 


Uniformly fashioned 
from the best quality, new 
rolled, open hearth steel 
with the utmost skill and 
precision and heavily pro- 
tected with zinc by the 
Oliver Double Dip Hot 
Galvanizing Process,Oliver 
Pole Line Materials just 
naturally possess a remark- 
ably long life that pays 
rich dividends on the origi- 
nal investment. 
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eo ae: 


PERFECTED PRODUCTS OF OVER FORTY 
YEARS OF ENGINEERING AND RESEARCH 


SPECIFY OLIVER FOR 
LONG-LIVED POLE LINE HARDWARE 








OLIVER IRON AND STEEL CORPORATION 


PITTSBURGH, PENNSYLVANIA 


OLIVER “4% MATERIALS 


NEWS 





NAMES 


anFACES 








League Managers 
Meet In Philadelphia 


The International Association of 
Electrical Leagues met in Philadelphia, 
November 17 and 18 for its third 
annual conference. League men from 
all parts of the country were there for 
two days of hard work. George C. Con- 
over, head of the Philadelphia group, 
and president of the International Asso- 
ciation, presided. 

H. C. Leveridge, president of the 
Philadelphia Electric Co., hit the key- 
note when he said the electrical indus- 
try has been shackled somewhat due to 
lack of adequate cooperation between 
the several branches. He urged that 
each group work in coordination with 
the rest. And he feels that local asso- 
ciations can avoid these conflicts. 

W. E. Sprackling, C. A. Eastman 
and G. E. Whitwell, chairmen respec- 
tively, of the Adequate Wiring, Better 
Light-Better Sight and Modern Kitchen 
3ureaus, presented their programs and 
requested local support. Other speakers 
were S. G. Hibben and D. S. Stophlet 
of Westinghouse; C. L. Ripley of Gen- 
eral Electric, and G. W. Alleson of 
E. EL 

The league members also did some 
balloting and elected A. A. Gray, Chi- 
cago, president; Jerry Weston, Kansas 
City, vice-president; Jack Bartlett, 
Washington, D. C., treasurer, and O. C. 
Small, NEMA, secretary. 


Roller-Smith Elects 
Wood President 


Joseph D. Wood has been elected 
president of the Roller-Smith Co., suc- 
ceeding the late Col. F. W. Roller. Ful- 
lowing two years of teaching at Wil- 
mington College, he entered the elec- 
trical business in 1919 with Westing- 
house. In 1923 he went with General 
Electric in the circuit breaker design 
department. The following year he 


joined the Condit Electric Mfg. Co. 





42 


and in ’28 went with Roller-Smith as 
assistant to the chief engineer. In 1932 
he became head of that department. 
Mr. Wood has designed the company’s 
line of oil and air breakers, open type 
switchboards and metal-clad switchgear. 


NEMA Elects 
Peirce President 


At its meeting in Chicago, October 
23 to 28, the National Electrical Manu- 
facturers Association elected Carl L. 
Peirce, Jr. president for 1939. He has 
served NEMA as a member of the 
Board of Directors, as vice president, 
as a member of the Executive Com- 
mittee and as a member of several 
other important committees. 

Peirce is president of Hubbard & Co., 
Pittsburgh. He graduated from St. 
John’s Military Academy in 1892 and 
that year went with the Chicago Bell 
Telephone Co. He left there in 1903 
to start the Peirce Specialty Co. which 
he sold to Hubbard & Co. in 1909 and 
became department manager for them. 


Later he was elected vice president 
and in 1929 became president and 
director. 


Elliott-Lewis 
Holds Show 


From November 16 to 18 the Elliott- 
Lewis Electrical Co., Philadephia, held 
open house for its customers and pros- 
pects to show recent developments in 
lighting and equipment. 


Brown Heads 
Crocker-Wheeler Sales 


Wallace K. Brown has been ap- 
pointed vice president and general sales 
manager of Crocker-Wheeler. He was 
educated at Clarkson College of Tech- 
nology and the University of Illinois 






SATURDAY MORNING and that's the 
time Service Manager H. L. Miller, 
left, of Tower-Binford Electric, Rich- 
mond, Va., can tackle the salesmen 
about this and that. He has L. C. Jen- 
sen cornered for all the dope. Jensen 
travels the northern part of the state. 





SOME WISE WORDS by Henry I. Eng- 
land, Gilson Electric Supply, Oakland, 
when he addressed the Pacific Division 
of NEWA, gathered at Montecito in 
October. He is chairman of the group. 
Sitting alongside, looking at his notes, 
is Secretary Albert H. Elliot, 





A SERIOUS MOMENT for Max A. Eisen- 
berg. He heads up electrical sales for 
the Loeb Hardware Co., Montgomery, 
Ala. and reports that business has been 
on the upswing in that region. 
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PERFORMITE WIRE 











PERFORMITE 
RUBBER INSULATION 
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HAZARD INSULATED WIRE WORKS 


DIVISION OF THE OKONITE CO. 
WORKS: WILKES-BARRE, PENNSYLVANIA 


New York Chicago Philadelphia Atlanta Pittsburgh Buffalo Boston Detroit 
Seattle Dallas Washington San Francisco St. lovis Los Angeles 
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and started with Crocker-Wheeler as an 
engineering apprentice. Then he 
worked in the Chicago, San Francisco 
and New York sales offices. 

B. D. Christian, vice president, and 
formerly general sales manager, con- 
tinues in an administrative capacity. 


Syracuse Lighting 
Reduces Accidents 


Safety lighting throughout more than 
12 miles of Syracuse’s main streets has 
helped reduce accidents 24.9 per cent 
during the past eight months. And 
outside the city nine miles of Route 11 
have been illuminated by some 200 
sodium safety luminaires. Along this 
stretch, night accidents have been re- 
duced 26.1 per cent in the past nine 
months. 

The Central New York Power Corp. 
revealed these figures to General Elec- 
tric engineers who developed and in- 
stalled the enquipment. 


Morton Addresses 
Kansas City Group 


Members of The Electric Association 
of Kansas City heard an interesting 
talk by Henry J. Morton, Engineer of 
Wiring Promotion for the Association 
of Edison Illuminating Companies, at 
their luncheon meeting October 25th. 

His discourse was in answe~ to the 
question, “What Is Needed To Pro- 
mote Adequate Wiring?” He covered 
the subject thoroughly and used slides 
and charts to make his story clear. 


Electric Sales 
Takes Ware Fuses 


The salesmen of Electric Sales Co., 
Los Angeles, are now selling Ware 
fuses in the southern California terri- 
tory that they cover. 








K. C. Unveils 
Electric Lines 


On December 1 and 2, The Electric 
Association of Kansas City and more 
than 30 manufacturers staged the Elec- 
trical Manufacturers’ Industrial Trade 
Show at the Hotel President. 

The doors were open from eleven 
in the morning until ten at night and 
hundreds of architects, plant elec- 
tricians, wholesalers and _ contractors 
browsed through the exhibits getting a 
first-hand view of the newest electrical 
developments. 


Lynn Certifies 
Adequate Wiring 


The Lynn, Mass. adequate wiring 
committee has been licensed by the Na- 
tional Adequate Wiring Bureau to 
certify installations. Lynn is the 19th 
city to come under the National banner. 


New Address For 
Hawkins And Hagen 


The Hawkins And Hagen Electric 
Sales Co., St. Louis manufacturers’ 
agents, have moved to larger quarters 
at 1509 Chestnut St. They were form- 
erly at 215 N. 21st St. 


Lighting School 
In Tri-Cities 


The Electrical Institute of the Tri- 
Cities (Rock Island, Moline, Daven- 
port) held a four-session Advanced 
Lighting Conference starting October 
17 and concluding November 7. This 
school which was held last year for the 
first time was designed especially for 
lighting salesmen, architects, contrac- 
tors and utility men. 

A registration fee of five dollars was 
charged to Institute members and a ten- 
dollar fee to non-members. Except for 








THE KANSAS CITY HOUSE of Glasco Electric is now located in this one-story 


brick building at 19th and Cherry Streets. 


About 10,000 square feet are devoted 


to warehousing and 2,000 square feet are used for office and sales room. 
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“SELL A SPECIALTY,” 
Mayer, then edge in the other lines. 
Henry took fans as his specialty this 


says Henry 


spring and went to town. In April 
alone he sold 29 accounts—20 of them 
new. After they're in the fan busi- 
ness, he brings along the other lines. 
He does it for the Electrical Supply Co.. 
New Orleans. 


the latter group, this fee was charged 
primarily to get’em out, as the money 
was refunded at the end of the session, 
less a one-dollar reduction for each 
unexcused absence. 


Richmond Takes 
Adequate Wiring 


The Electrical League of Richmond, 
Va., has been licensed by the National 
Adequate Wiring Bureau to operate the 
certification plan in Richmond and 
eleven Virginia counties. Boyd A. 
Propert is chairman of the Business 
Development Committee of the League. 


Exhibit 
In Baltimore 


The Purchasing Agents’ Association 
of Baltimore put on its third annual 
exhibit at the Lord Baltimore Hotel, 
October 25 to 27. Kingsley C. Gernon 
of Western Electric was chairman of 
the show, which was attended by several 
thousand visitors. A number of elec- 
trical wholesalers and manufacturers 
participated. 


Owens-Corning 
Form New Company 


The Owens-Illinois Glass Co. and 
Corning Glass Works have formed the 
Owens-Corning Fiberglass Corp., 
which will develop a variety of fiber 
glass products. The firm will offer sev- 














eral applications for the electrical in- 
dustry. Among them are glass insula- 
tion for refrigerators, ranges and 
motors, also air filters for air condi- 
tioning systems. 

Officers of the company are Amory 
Houghton, Board Chairman; Harold 
Boeschenstein, president; Games Slay- 
ter, vice-president; W. P. Zimmerman, 
vice-president in charge of manufactur- 
ing and sales; G. E. Gregory, general 
sales manager, and A. C. Freligh, sec- 
retary. Principal offices are at Toledo. 


G.E. Supply, Chicago, 





Holds Lighting Show | 


On October 27 and 28, General Elec- | 


tric Supply at Chicago, was host to 
some 1000 utility men, contractors and 
industrials at the LaSalle Hotel to show 
the latest developments in lighting. 
Representatives of G.E. Lamps, Curtis 
lighting, Miller and Holophane cooper- 
ated with the Supply Corporation in 
staging the show. 


McGraw On 
Arbitration Board 


James H. McGraw, Jr., chairman of 
the board and president of the Mc- 
Graw-Hill Publishing Co., has been 
elected to the board of directors of the 
American Arbitration Association, 

As a director of the association he 
will participate in the development of 
its Voluntary Industrial Arbitration 
Tribunal, which has just completed its 


first year with a record of more than 





CHICAGO’S SOUTH SIDE is the romp- 
ing ground for R. A. Stewart of Apple- 


ton Electric. Stewart just joined Ap- 


pleton’s sales staff, but he is well 
known to the trade, having sold for 
Arrow-Hart & Hegeman and I. A. Ben- 
net & Co. 
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PROPER \p 


TACK 


AtLBounp Up IN- 
CLIFTON TAPES 











ACE FRICTION TAPE IS A POPULAR CLIFTON BRAND 


THE BEST IN FRICTION TAPE SINCE 1888 


CLIFTON MANUFACTURING CO., INC. 


MATTAPAN 


SEND FOR PRICE AND SAMPLES 





BOSTON, MASS. 





Mutual Company @ 


No Agents * 


WHY NOT? Have Your Personal 


Accident and Health Insurance with 


Eastern Commercial Travelers Associations 


No Branch Offices 








MASSACHUSETTS CO., INC. 1894 








ACCIDENT POLICY PAYS 
Accidental Death Weekly Disability 
$5,000—$10,000 

Estimated Annual Cost $15.00 





~~~ 


$25.00 he’ Week 
For Confining 
$25.00—$50.00 Sickn 


1 ess 


HEALTH POLICY PAYS 


For Non-Confining 
Estimated Annual Cost $18.00 


$10.00 PerWeek 


Sickness 











Send the Coupon 


TODAY! 


We Insure All Preferred Risks 


80 Federal Street, Boston 
Without obligation, please send 


Name .... 





> 


Address .. 


No policy is cancelled, rates increased, or 
benefits reduced on account of age! 


JOHN S. WHITTEMORE, Secy.-Treas. 
EASTERN COMMERCIAL TRAVELERS ASSOCS. 


complete informa- 


tion and application for membership to 












100 settlements of labor disputes. 

This non-profit educational organi- 
zation was engaged in commercial 
arbitration work for about 12 years 
before stepping into industrial activi- 
ties. 


MEN ON 





THE MOVE 


W. H. Dennison is now with the Uni- 
versal Cooler Corp. as manager of do- 
mestic refrigeration sales. During the 
past year he headed sales for the Detroit 
Vapor Stove Div. of Borg-Warner. 


W. H. Halliburton has been upped by 
Mill Power Supply, Charlotte, N. C., to 
assistant to the credit manager. He has 
been in the accounting department. 


George W. Hudson is covering Vir- 
ginia and the Carolinas for the Radio 
City Products Co. He gets his mail at 
3303 E. Broad St., Richmond. 


H. S. Beagle is doing field survey 
work for The Miller Co. in connection 
with its sales and merchandising di- 
visions. For the past two years he was 
sales manager for the Railley Corp., 
Cleveland. 


Ralph C. Lemon is with Graybar at 
St. Louis as merchandise sales manager. 
Before going with Graybar he was with 
C. E. Gambill Co., Chicago distributor. 


* 


Roland H. Davison is now Nash-Kel- 
vinator’s district manager in New York, 
Western Pennsylvania, eastern Ohio and 
West Virginia. 


John R. Read, vice-president of the 
Canadian Westinghouse Co., Ltd., has 
been elected to the Board of Directors. 
He has been vice-president since 1936. 


Herman Haas, who has been in Cros- 
ley’s sales department for several years, 
is now district manager of central Ohio. 


W. E. McBain has been elected secre- 
tary-treasure of the Northern Electric 
Co., Ltd. He succeeds Clement Say, 
resigned. 


+ 


Wesley A. Hardy has been promoted 
by the Northland Elec. Supply Co., 
Minneapolis, from the counter to the 
lowa territory. Harley Hermans and 
Lester Green are new counter salesmen 
there. 

+ 


John A. Shanklin, Jr., who recently 
graduated from V.M.I., has joined the 
sales staff of the Charleston (W. Va) 
Elec’l. Supply Co. 


Louis W. Agnew is covering eastern 
Pennsylvania and New Jersey for the 
Triangle Conduit & Cable Co. He is 
working with Harry G. Anschuetz, man- 
ager of that district. Agnew was with 
Franklin Electric, Philadelphia. 


Robert S. Thurston is now general 
manager of the General Air Condition- 
ing Co., Memphis. He formerly headed 
General Electric’s sales engineering sec- 
tion of the air conditioning department. 


J. Nelson Stuart is now Kelvinator’s 
advertising and sales promotion direc- 
tor. He has been in the same capacity 
for the Delaware, Lackawanna and 
Western Coal Co. 


M. E. Love is now traveling out of 
Square D’s Cleveland office. For the 
past two years he has been at the De- 
troit and Milwaukee plants. 


Myer M. Cohen has charge of retail 
dealer promotion for the Anchor Lite 
Appliance Co., Pittsburgh. For the past 
several years he has been in the retail- 
ing business. 








MIDST ROYAL PALMS and Florida sunshine, rests the Jacksonville house of Raybro 


Electric Supplies, Inc. 


Constructed especially for their use, the building measures 


105 feet square, and is equipped with all modern conveniences for fine displays 


and service. 


THE WHOLESALER’S SALESMAN — December 1938 








JOINS PIERCE FOUNDATION as di- 


rector of electrical research. Jf. F. 
O’Brien goes with the John B. Pierce 
Foundation, a research and education 
organization, after a number of years 
as advertising and promotion manager 
for Westinghouse Lamps. He has long 
been identified with promotion activi- 
ties in the electrical industry. He was 
one of the founders of the National 
Better Light-Better Sight Bureau and is 
a member of the plan committee of the 
National Adequate Wiring Bureau. 





Edwin W. Landmeier, chief engineer 
of The Wadsworth Elec. Mfg. Co., has 
been elected to the Board of Directors. 
He has been in the engineering depart- 
ment since 1921. 

* 


Jerry Seng is covering the city ter- 
ritory for Coleman Electric, Allentown, 
Pa. Dick Kennedy has been upped to 
head stock clerk. 


George Libbey, who has supervised 
General Electric’s heating device adver- 
tising and sales promotion activities, has 
been transferred to Ontario, Cal., as 
heating device representative on the 
coast. H. R. Smith, who has been with 
the company eight years, takes over 
Libbey’s former work, 


Milton Clark has joined the Leo J. 
Meyberg Co., San Francisco, as manager 
of dealer relations. 


Marvin Olsen is traveling from the 
Fresno, Cal. house of the Incandescent 
Supply Co. 


William B. MacLane is with the West- 
ern Merchandise Mart, San Francisco, 
as director of public relations. He was 
formerly with Thompson-Holmes Co., 
San Francisco distributor. 


. 
Walter Jeffrey has been upped to as- 


sistant general sales manager for Leon- 
ard. He has been with Nash-Kelvinator 


since 1929. 


















NO MORE BEADED 
CONTACTS JOE! WITH 

THOSE DIAMOND 
POINTED JAWS AND 
“DE-ION‘GRIDS 




















In the past, arcs have been broken by “‘stretching.” 
The “‘De-ion’”’ quencher confines, divides and ex- 
tinguishes arcs instantly — obviously preventing 
concentration of burning heat on contacts or 
arc barriers. 
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YEP AND THAT 
ONE-PIECE COPPER 
KEEPS ‘EM AS 
COOLAS A 
CUCUMBER, TOO 






“DE-ION” GRIDS QUENCH DESTRUCTIVE ARCS 


You don’t have to worry about destructive flashovers or burned 
contacts when you install Westinghouse Safety Switches equip- 
ped with ‘‘De-ion” arc quenchers. The “De-ion” feature on all 
Westinghouse 575 and 600-volt switches gives positive protec- 
tion by quenching arcs so fast that they can do no damage. 

And years of trouble-free service are assured by these added 
Westinghouse features: Diamond pointed jaws and extended 
blades confine beading to points outside the contact areas — 
one-piece copper parts eliminate loose connections and keep 
contacts cool and tight. 

All commercial types and ratings — call your local: 


Electrical Wholesaler Electrical Contractor 
Motor Dealer Industrial Agent 


WESTINGHOUSE ELECTRIC & MANUFACTURING CO., EAST PITTSBURGH, PA. 


J-20517 
























eon KELLEY ie 


NU-RESCENT 


SUKTINS DARK. 









Fully Protected by Patents Pending 


plate which carries latest ap- 


former builders) together with 


terials are Underwriter Ap- 
proved. Nu?rescent Reflectors 


The NU-RESCENT Reflector 


for Fluorescent Lighting .. . 











IGHT now NU-RESCENT Reflectors are finding a ready market with printers, 

engravers, lithographers, retailers, cigar makers, textile mills, dye houses, in- 

spection tables, etc., and wherever color-matching is important because this indus- 
trial reflector is scientifically designed and gi 

S neered from the ground up to get the most out of 

this type of lighting. Made of heavy gauge steel, 

Shown above is a 24” NU-_ electrically welded, very rigid and is finished in 

RESCENT and the mounting a rich green color. Reflecting surface is coated 





roved type auxiliaries (made With a highly durable white glareless finish. 
nationally-known trans- proved best after many experiments. 

wien and lume hots. All There is some territory still open. Write us today 

parts, fittings and wiring ma- {or our attractive jobber proposition. 


BUSY SINCE 1878 


ad iwokmpr ech) F RANK KELLEY, Inc. 


e LAMP DIVISION °@ ELKINS PARK. PENN. 














WANTED 


SALES 
REPRESENTATIVES 


Exclusive Territories 
Open 


CONNECTICUT TELEPHONE 
AND ELECTRIC SIGNALING 
DIVISION of Air Devices Corp., 
Meriden, Conn., is prepared to 
grant exclusive territories now 
open to engineering and sales 
organizations equipped to sell 
Connecticut Signaling and Tele- 
phone Systems for hospitals, 
apartment houses, hotels, offices, 
factories, etc. Large line—many 
exclusive features—new develop- 
ments; modern engineering and 
manufacturing facilities; new 
and practical demonstration 
equipment; liberal policy. 





































































































Write for further details 
and appointment, 


J. A. SULLIVAN 


Sales Manager 









































OK 





SOLDERLESS CONNECTOR 
No Costly Castings or Forgings 





ILSCO construction does not require the use of 
castings or forgings. That's one reason ILSCO 
Solderless Connectors are so economical to buy 
. their utter simplicity makes them equally 
economical to use, Other ILSCO features: 


Set-screw contact 

NO flattening or separating 
of stranded wires 

NO limitation to one size 
wire 

NO special tools required 

NO shearing effect whatsoever 






NO need for you to search any longer for the 
PERFECT Solderless Connector . . WE HAVE IT! 
Six Sizes Take Care of All Wires from No. 14 to 
1,000,000 C.M. 





FREE —A ltarge display board 
bearing mounted samples of 
ILSCO lugs. Address Dept. WS 


ILSCO COPPER TUBE & PRODUCTS, INC. 
5629 Madison Road, Cincinnati, Ohio 











































JOINS TRIANGLE. Donald W. Droll is 
now with Triangle Conduit & Cable 
traveling Michigan, Ohio, West Vir- 
ginia and Kentucky east of Frankfort. 
He headquarters at Detroit. Before 
joining Triangle, he was with Wheel- 
ing Steel in the New York area and 
before that spent 12 years’ with 
Clayton-Mark. 





MEETINGS AHEAD 


_Boca Raton, Fla—Association of 
Edison Illuminating Companies, private 
meeting, January 16 to 20. 


Chicago—Refrigeration Supplies and 
Parts Manufacturers Association at 
Stevens Hotel, January 16 to 19. 


_New York—International Heating and 
Ventilating Exposition, January 24 to 28, 
1939. 


New York—wNational Electrical Man- 
ufacturers Association, mid-winter con- 


| ference at Waldorf-Astoria. February 





5 to 10 


Rochester, N. Y.—Institute of Radio 
Engineers, meeting and exhibit, No- 
vember 4 to 16. 





WANTED 
MANUFACTURER’S AGENT 


A nationally known manufacturer of 
electrical conduit has an exceptional 
opportunity for a competent, well es- 
tablished agent to handle this line in 
the entire state of Texas. This agent 
should be familiar with the electrical 
jobbing trade and capable of doing a 
promotional job on electrical conduit. 
Please send full particulars in writing 
as to lines now handled, territorial 
coverage and general qualifications. 
Send your reply to: 

THE WHOLESALER’S SALESMAN 

Box No. WS-121 
330 W. 42nd St.. New York City 
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FROM 
OTHER 


PAGES 


A Round-up of Ideas from Many Papers== ‘ 


Radio Retail 
Sales Satisfactory 


Radio retail sales for this October 
were only 7 per cent below last Octo- 
ber’s. When you consider that in 
October, 1937, the retail sales volume 
was 50 per cent higher than the average 
of the other eleven months, this is in- 
deed encouraging. At present prices 
this means that dealers sold, this Oc- 
tober, approximately 800,000 radio sets. 

Encouraging also is the fact that 
dealers in large numbers report interest 
is shifting from the extremely low- 
priced midget sets to more expensive 
table models. Radio-phonograph com- 
binations and separate record players 
are also in considerable demand. Bat- 
tery sets with the new low-drain 1.4 
volt tubes are going well in most terri- 
tories. 

The revival of radio business is gen- 
eral throughout the country, although 
held back somewhat in California and 
the Mid-Central states by low crop 
prices. Some dealers in Florida, Georgia, 
Kentucky, Pennsylvania, South Da- 
kota, Tennessee and Wisconsin are even 
reporting more than seasonally good 
business—Radio Retailing. 


Your Hands 
Betray You 


These analysts of one kind and an- 
other are making it harder every day 
for us to go on being ourselves. Psy- 
cho-analysis, physiognomy, determina- 
tion of traits and capabilities through 
study of physical attributes, which teach 
the trained investigator more about us 
than we know ourselves, are all bad 
enough. But at least they require time, 
and some cooperation. Now comes 
Lucister K. Davis, who has analyzed 
the hands of 30,000 persons from the 
standpoint of size, shape, plumpness, 
and the length and position of fingers. 
No palmistry, but just a few minutes 
observation at the start of an inter- 
view, and you are typed and classified. 
He knows all about what kind of indi- 
vidual you are, and how to sell you. 

Only recently, executives have had 
to give up drawing those funny scrawls 
on their pads while listening to their 
callers, because some bright boy dis- 


covered that your innermost thoughts 
come out in these seemingly meaning- 
less scribblings. Now it’s worse— 
you'll have to keep your hands in your 
pockets, else the high pressure artist 
who studies hands will know when 
your “No” means “Yes,” and break 
down all resistance——Nations Business. 


Electrified 
Egg Factory 


To serve as a field laboratory for 
manufacturers of farm equipment, utili- 
ties and poultrymen, a completely elec- 
trified poultry farm has been opened 
near New Hope, Pennsylvania, by 
Westinghouse Electric and Manufactur- 
ing Company in cooperation with the 
Philadelphia Electric Company. Elec- 
tricity has been put to work in such 
a fashion that the operation of the farm 
is expected to furnish pointers on im- 
proved designs to manufacturers of 
farm equipment and to provide poultry- 
men with additional information on the 
practical application of electricity to 
poultry raising. 

Studies will determine costs of opera- 
tion of the different phases of the farm. 
Adequate wiring is installed throughout 
to provide for the widest use of ap- 
pliances and lighting in the poultry 
houses and the farm home.—Electrical 


World 


High-Pressure Selling 


Thomas J. Watson, president Inter- 
national Business Machines Corporation 
says: “High-pressure selling is a 
hustling, hard-working, aggressive sales- 
man out after business with all the 
energy, persuasiveness and power he 
possesses. Our country needs more 
high-pressure selling, and more high- 
pressure salesmen. I use high-pressure 
salesmen and I am proud of every one 
of them.”—Hardware Age. 
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Biggest 
Sales Job 


“Today it is not sufficient to confine 
your efforts to describing the excel- 
lence of your products to customers and 
prospects. Today it is vital that you 
bear constantly in mind the necessity 
of presenting your company and your 
industry to the general public in terms 
of the contributions which your com- 
pany and your industry have made and 
will continue to make to the comfort, 
convenience, progress and prosperity of 
mankind.”—Tom Mercer Girdler, Chair- 
man Republic Steel Corporation—/n- 
dustrial Marketing. 


—And All 
For One 


When manufacturers of washers and 
ironers started National Washer and 
Ironer Week, they found lots of helping 
hands. First, utilities backed it, be- 
cause additional washers and ironers 
meant more consumption of electricity 
and gas. Then, suppliers of heating 
apparatus cooperated, since more wash- 
ers and ironers need more hot water. 
Coal distributors too, endorsed the week. 
Makers of soap came along, calling 
public attention to washing machines. 
And of course, department, furniture, 
hardware and appliance stores cooper- 
ated, for here was a promotion where 
sales of one company’s product would 
lead to sales for al'!—Forbes Magazine. 


Construction Highest 
Since 1929 


Public and private major engineering 
awards of 235 million dollars for 
October were higher than any month 
since June, 1937, and higher than any 
October since 1929. Ten months 
volume for 1938 is almost eight per 
cent more than for the similar 1937 
period.—Engineering News-Record. 
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Take a Look 
ad the 
SAFETY 

































It Makes More 
Money For You 
Too! 


Complete safety from shock 
and short, fire and flood, are 
the clinching sales arguments 
that contractors use to get 
more business with Knob & 
Tube wiring. So be ready to 
supply them with everything 
they need ... and above all, 
be sure the material you 
offer is the best obtainable. 


PORCELAIN PRODUCTS is 
the name for the complete 
line of fine quality porcelain 
wiring insulators ... a single 
source for all types of porce- 
lain insulation and a com- 
pany continually improving 
its products through research 
and experimentation. 


WRITE TODAY for catalog 
No. 15 showing complete 
lines of porcelain wiring, 
antenna and neon insulators. 





PORCELAIN 
PRODUCTS, INC. 


FINDLAY, OHIO 
PARKERSBURG, W. VA. 





The name PORCELAIN PRODUCTS 
stands for the BEST TYPE and the 
BEST MAKE of wiring insulation. 














You Can Sell 
Bakeries 
CONTINUED FROM PAGE I! 





The bakeries are the nations fourth 
largest users of trucks,—the larg- 
est users of electric trucks. They 
have over 80,000 trucks of all kinds. 
Many electrical items are needed by 
the departments that garage, repair, 
and maintain these trucks. See the 
garage foreman. He buys more tape, 
wire, flashlights, portable lamps and 
instruments than you suspect. 

Bakeries must be clean. And it is 
very good advertising for them to 
look clean from the outside A great 
many are finished in brilliant white, 
then floodlighted at night. Sell 
lamps and floodlights. 

Some pastry bakers use refriger- 
erated show cases. These may be 
supplied to customer retailers. Sell 
controls and cooler units. All these 
things come under the sales depart- 


| ment; so get to know these people. 


Modernization 


Modernization of bakeries is ac- 
celerated by two distinct pressures ; 
sales competition and government 
regulation. Bakeries compete 
against each other, and against the 
home oven. They always try to put 
their best foot forward. They like 
to have their equipment new, mod- 
ern, and clean looking. So individual 
drives and automatic starters are the 
rule. They look better and are 
easier to keep clean and attractive. 

Government departments will not 
let bakers cut quality, nor, in some 
localities, prices either. Successful 
competition is limited to making 
more products and better ones—and 
this means using more electrical re- 
finements and closer controls. 

Most bakeries depend upon local 
electrical contractors for their elec- 
trical work. Cooperate with these 
contractors. Sell the bakeries, then 
deliver through the contractors. 








Dealers Want 
To Know 


CONTINUED FROM PAGE 25 








before,” the dealer replied, “but, 
of course, I couldn’t expect to sell 
all of them.” 


“No,” the salesman continued, 
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“but suppose you sell only 10 per 
cent. That’s more than 20 mixers. 
And you easily can sell 10 per cent 
of these prospects, if you will just 
make a list of them and send each 
of these women this little booklet on 
how to make housework easier. I 
will be glad to supply them.” 

The result of this suggestion was 
that the retailer sold eight mixers 
within three days after he had sent 
out the mailing. He sold four more 
mixers the following week. 

This salesman showed the dealer 
the possibility of sales volume by 
pointing out a definite consumer 
market for the product and suggest- 
ing a plan for reaching this market. 


Discussing Turnover.—Whatever 
the product you are selling, make 
sure the dealer is convinced he can 
get a profitable turnover on it. 
Make him see how he loses profits 
from failure to stock and display 


the right merchandise. Make him 
realize that short-sighted buying 
hurts his business. Where the 


dealer cannot afford to carry in all 
its varied styles and sizes, play up 
the advantages to him of prompt 
deliveries from the complete stock 
carried by your concern. 

“I’m not suggesting that you take 
on our full line of electric toasters, 
Mr. Wilburn,” I heard a manu- 
facturer’s salesman say to a retailer 
outside Boston. “But if you’ll just 
take on these three most popular 
styles and keep them in stock, your 
customers will know you are carry- 
ing our line. They are familiar with 
it through our extensive national 
advertising. You'll sell not only the 
toasters you have in stock, but also 
some of the more expensive models, 
which people will ask for occasion- 
ally. You can show them pictures 
in our catalog—and we can give you 
24 hour delivery. We carry the full 
line in stock. This way, with a very 
small inventory, you'll turn over 
your investment very quickly.” 

And from this point, the salesman 
went right on to write up the order. 


Profit Margin—While all dealers 
are interested in discounts, the 
better dealers realize that sales 
volume and profitable turnover are 
more important than big discounts 
in producing net profit. Some of 
the poorer dealers confuse discounts 
with profits. It is a basic part of 
the wholesale salesman’s job, there- 
fore, to set them straight. 





Actually, what the dealer needs is 
a relatively large profit margin on 
any item likely soon to become obso- 
lete, and so perhaps saleable only 
at a drastic price reduction. He 
needs a smaller 
merchandise not likely to become so 
quickly out of date. 

When discussing the discount on 
an article for which a dealer should 


have steady demand, concentrate the | 


dealer’s attention on sales volume. 
Make him see that his total dollar 
profit on the sales he normally can 
expect, is attractive. 


Consumer Satisfaction — Every 
reputable dealer wants his cus- 
tomers satisfied with the merchan- 
dise he sells them. He knows that 
his continued success depends on the 
constant satisfaction of the people 
who come into his store. 


No dealer with a grain of sense | 


wants to buy merchandise. What 
he wants to buy is profits. To get 
profits he must have volume, turn- 
over, margin, and satisfied cus- 
tomers. So a dealer is interested in 
your amazing vacuum cleaner, not 
because it whistles when it picks up 


a pin, but only if he can sell it| 


profitably. 
Analyze your dealer’s 
Appeal to these desires. 


in one dealer, 


have consumer-satisfaction upper- 


most in his mind. Vary your em-| 


phasis to suit the individual. But, 


whichever one of the dealer’s wants 
is most prominent, you just tie your | 


selling talk to that desire as strongly 
as you can. Explain to him why he 
can sell it. Show him how he can 
sell it. Convince him you are going 
to help him sell it. For that’s what 
he wants to do. 


SHERMAN 





SET SCREW 
CONNECTORS 


@ 14 sizes for stranded or 
solid wire. Plainly marked 
for easy stock keeping and 
reordering. Solid brass with 
rust-proofed screws. Send for 
Bulletin No. 18 and samples. 


H. B. SHERMAN MFG. CO. 
BATTLE CREEK, MICH. 


margin on staple | 











For new and rewiring jobs 


ROME CABLE 


| BUILDING WIRE | 


We manufacture code, intermediate, 30°/, 
and super aging. 


All approved by the Underwriters Laboratories, Inc. 
N.E.C.S. 


Flame and moisture resistant. 
Slick finish for quick and easy pulling. 
Long aging rubber. 
Uniformly small diameters. 
Clean—easy stripping. 
Eight clear distinct colors. 


SALES OFFICES 





desires. | 
The desire | 
for volume may be especially strong | 
while another may | 








No. 470 PIPE OR 
CONDUIT HANGER 


Pipe support can be 
turned freely, permit- 
ting pipe to run paral- 
lel, or at right angles to 
beam. Eliminates drill- 
ing or use of straps. 
Will accommodate sizes 
of %”, %” and 1” pipe 
to steel beams %” thick. 
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No. 330 "LATROBE" 
TOM THUMB UTILITY OUTLET 


For use in wood installations, and 
other locations free from moisture 
or mechanical injury. 


Sell and install 
LATROBE —the com- 
plete line for res- 
idential, commercial 


relate Mm laledtitiaite] mY cela & 


No. 285 DOUBLE 
DUPLEX RECEPTACLE 
NOZZLE 


Ff, d The most attractive, 
{IMAN MIO. compact and easy-to- 


install fitting on the 
CATRoBE - PENN: 


Catalog on request 


market. Shown in illus- 
tration with No. 200 
Cover Plate. 
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Sold by leading jobbers 


N-UNION 
—— CORPORATION LINES WANTED 


ERIE, PA. MANUFACTURERS SALES AGENT with 
. modern equipped offices and warehouse 
in central district of Phila. would like to 
represent one or two additional lines. 
Well established business and experi- 
enced organization. Travels Eastern 
Penna., Southern New Jersey, Delaware, 
Maryland and District of Columbia, con- 
tacting Electrical Wholesalers, Contractors, 
Industrials, Railways, Utilities, Architects f 
and Engineers. Can produce sales. Will SEVERING ey 


furnish reliable references. Replies held Mons oor 
strictly confidential. If you want aggres- UTTLE PasTE roam 
sive sales coverage in this area, address . BATTERY & MFG.CO.NORE 


your reply to 
H. R. HOPKINS CO. 
95 Fairmount Ave., Phila., Pa. 
or 


The Electrical Asso. of Phila., 
Architects Bldg., 17th and Sansom Sts. 
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A SPLICE that will always 
be PERFECT! 
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LYMOUTH RUBBER COMPA YING 
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a prosperous 1939. Spliced together by com- 
mon aims and interests, may Plymouth and 
the electrical wholesaler continue their un- 
broken record of mutual cooperation for 
many years to come. 











MANUFACTURED BY 


PLYMOUTH RUBBER COMPANY Inc. 
PLYMOUTH RUBBER COMPANY. Inc CANTON, MASS. U.S.A. 
CANTON. MASS a 
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To SELL them fuses 
TELL them facts 


for example— 


Relate the actual experience of Mr. Arthur Holmes, 
Chief Electrician, Ingersoll Milling Machine Co., Rock- 
ford, Ill. 


HE SAYS:—"We avoided a rewiring job on our 
grinder by installing BUSS Super-Lag Fuses! 


Shutdowns were occurring an average of five times 
weekly on temporary starting loads on a grinder 
powered by a 20 H.P., 220 V. three phase squirrel 
cage motor fused with ordinary renewable fuses of 
100 amp. capacity. 

Severe production penalties due thereto caused me 
to install 100 amp. BUSS SUPER-LAG FUSES, along 
about the first of this year, and to date we haven't 
had a single fuse blow on this circuit. 

Not only have we disposed of the annoyance and 
expense entailed by the former situation but we were 
saved the cost of installing a larger sized switch, with 
larger fuses, which surely would have been necessary 
had we continued with ordinary fuses." 


the point is— 


Such specific instances are not mere opin- 
ions. They don't give somebody's ideas and 
beliefs. They say only WHAT ACTUALLY 
OCCURRED under ACTUAL OPERATING 
CONDITIONS. 


This is the important point—and it can be 
used with telling effect in selling. 


When you use these specific instances in 
selling BUSS Super-Lag Fuses you are backing 
up your story about all their money and time 
saving features with the strongest proof pos- 
sible—next to the prospects’ own persona! 
experiences. 


Bussmann Mfg. 


If you would like more such specific in- 
stances, ask the BUSS-Fuse-man in your 
territory. 


BUSs super-lag FUSES 











The microfilm contents of this roll were recorded as available. 


Imperfections such as missing issues, missing pages, errors in 


pagination have been verified with the bound volume after filming. 


